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PREFACE 
This study will interest primarily those who have a thorough 
understanding of, and appreciation for, the current theory and research 
relating to consumer behaviour. 
The preliminary work for the study occurred in 1971-1972. 
At that time interestin the "social influences" of consumer behaviour was in 
its infancy. Subsequently however a sigpificant number of articles and/or 
segments of books which relate to social influences have been published. 
Although this interest by other researchers is fortunate, it is appropriate 
to note that the original development of the linking aspects of culture, social 
class and family, was performed by the researcher In 1972-1973 when few 
publications concerning "social influences" existed. These linking aspects, 
as detailed In Chapters 2 and 3 although updated to relate to the current 
publications, remain substantially as first developed. 
Many people have provided cooperation and aid to the researcher 
over the duration of the study and for this I thank them. In particular I wish 
to thank Dr. ]Roy Hill of the University of Bradford Management Centre for 
supervising this study. However in the final analysis the responsibility for 
any omissions or errors rests with the researcher. 
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Chapter I 
Background to Research 
-1- 
For the last several years a great deal of research has been carried 
out under the general heading of Consumer Behaviour. lResearchers are studying 
consumer purchasing behaviour in all of its maDy facets and a great deal of 
additional highly useful information has become available to marketing scholars 
and practitioners. 
Generally these researchers have utilized as a basis for their 
research one of the current models of consumer behaviour as proposed by the 
recognized scholars in the field. These models although different contain many 
similarities. They all are multi-dimensional, containing many elements which 
interact to Influence the consumer's decision making process. (A more thorough 
discussion of the various models occurs later. ) Most of the recent research 
projects have been concentrated on one of the elements, in a logical way, in 
order to extend the amount of knowledge available concerning the element and 
how It interacts with the remaining aspects of the model. 
Inasmuch as the majority of this research is being carried on by 
researchers in the United States (U. S. ) utilizing the marketing/economic/socio- 
cultural environment of the U. S. , it is the writer's contention that not all of 
these research findings are automatically applicable or useful on a world-wide 
basis. Indeed, if one is concerned with a different country, for example the 
United Kingdom (U. K. ) or Canada, in which there exists a differing marketing, 
economic or sociocultural environment, then one must view the U. S. oriented 
research results not with scepticism but at least with some apprehension and 
with a questioning attitude. 
It is this attitude which led the writer to question the lack of concern 
and therefore research pertaining to certain aspects of the element "social influ- 
ences". 
-2- 
One of the multi-dimensional aspects mentioned above which, 
although not uniformlY labelled in the varicus models of consumer behaviour, 
does appear to be common to these models, is "social influences". The major 
elements which the writer has identified within this "social influences" dimension 
are social class, family and culture. Although different researchers have 
utilized variations in the definitions, and therefore the sub-elements which are 
included in each of these three elements, it is a truism that a transposed cultural 
background (or ethnic background) i. e. immigration, is either not considered, 
or at best briefly noted and thereafter ignored or overlooked. 
- This lack of references to immigration and the apparent little 
amount of thought given to the various ethnic backgrounds represented by immig- 
rants disturbed the researcher so for the purposes of this study it was decided 
to concentrate on ethnic background in order to clearly establish the validity of 
considering ethnic background as a major social influence of consumer purchasing 
behaviour, or to validate the position taken by other U. S. oriented researchers, 
I. e. that ethnic background is not a major influence on consumer purchasing 
behaviour and can be overlooked. 
Thus this study is primarily concerned with only two aspects of 
the models of consumer behaviour: family purchasing and culture. The study 
is not concerned with the culture in place in the environment but instead with 
transposed cultures via immigration. 
1.1 Statement of the General Hypothest 
Intuitively and as a result of casual observations, the writer over 
a period of time became concerned that persons who immigrate and therefore 
-3- 
transpose their cutture into a new environment do appear to exhibit different 
purchasing behaviour from that of nationals (native born) consumers. 
Specifically the following hypothesis emerged: 
Ethnic background will affect a consumption unit's 
purchasing behaviour. Thus native born consumption 
units will exhibit different purchasing patterns than 
consumption units with an ethnic background, i. e. 
transposed culture via immigration. 
The research programme therefore was designed in an attempt 
to examine on a macro scale the purchasing patterns exhibited by various 
consumption units in place In the Canadian environment. Further study at the 
micro level was expected but the exact nature of the micro level analysis could 
not be ascertained until the results of the macro analysis were available. The 
researcher's expectations were that the hypothesis would be proven and that 
the micro level analysis would be utilized to explore In greater depth certain 
of the more Important aspects of the effects of ethnic background on behaviour, 
especially in relation to the longer term time dimension and the researcher's 
I 
intuitive expectation that the influence of ethnic background would greatly decrease 
with each succeeding generation and not be discernible after the second generation 
since immigration. 
However, inasmuch as the writer's expectations did not occur, 
the micro level analysis (which is discussed in detail later) was utilized for, an 
exploratory approach concerning the feasibility of useful research into the possible 
effects of ethnic background on the Individual consumption unit as that unit inter- 
acts with the local environment, i. e. the extreme micro viewpoint. In depth 
interviews in the home of the respondents relating to activities which were not 
-4- 
questioned in the macro survey by Statistics Canada were planned in order to 
isolate areas of behaviour where possible future useful research would be 
beneficial. 
Chapter 2 
General Introduction, Objectives 
and Research Point of View 
-5- 
The purposes of this chapter are to establish the objectives of the 
study, to provide a brief general background of the development of the research 
point of view and thereby justify the objectives established. 
2.1 Statement of Objective 
Following from the general hypothesis and In order to establish 
objectives for the study, we refer to three of the most widely utilized models 
of consumer behaviour 
1 
each of which contains sections within the model which 
have been labelled social inputs, or social influences, or environmental influences. 
The common aspect of each model is that the "social influences" such as attitudes, 
personality, income, family, social class,, reference groups, culture and so 
forth are identified in order to explain that these social influences do have an 
effect on consumer purchase decisions. 
Some of the social influences, such as income, social class and 
reference groups, have been examined in detail by other researchers in an attempt 
to ascertain if, how, and why they affect the purchasing decision making process. 
However, there Is a possible social influence which the author believes has been 
overlooked. That Item is ethnic background, I. e. the transposition of culture 
via immigration. 
The objective of this study is to examine ethnic background to 
establish if It should be considered one of the social influences which affect 
consumer behaviour. 
If ethnic background does have an effect on the consumerls purchase 
These models will be examined in detail in other sections of the study; please 
refer to Fi gures 2.3.4 9 2.3.5 and 2.3. G. 
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decisions then an additional objective is to ascertain the 1(? ng term time dimension 
of this effect, i. e. for how many generations does it persist. 
2.2 Definition of Ethnic Background 
For the purpose of this study, ethnic background will be considered ' 
to be the country of origin of immigrants. That ls. to say, ethnic background is 
the geographical/political unit and/or general cultural source of those persons 
who have emigrated to Canada, for example, persons who were previously 
citizens of France, England, Germany, Italy, etcetera. 
2.3 General Background 
A recent trend which is evident in marketing literature has been 
the development of a viewpoint which is centered on the individual. This would 
appear as a natural offshoot of the original marketing philosophy which took as 
its main focal point that in order for any firm to be successful it must adopt a 
consumer orientation, or to express this another way, that the consumer's needs 
must be fulfilled. 
McCarthy (1971) made this point by utilizing the following explan- 
ation of marketing. "Marketing is the performance of business activities which 
direct the flow of goods and services from producer to consumer or user In order 
to satisfy customers and accomplish the company's objectives. 11 
This marketing concept which takes as its viewpoint the "consumer" 
has quite naturally been modified to the development of the general point of view 
that the individual during the purchasing process exhibits certain traits. It is 
the study of these traits which has developed into what we now call, for lack of 
a more appropriate term, consumer behaviour. 
-7-. 
Newman (1966) who was Chairman of a Consumer Behaviour 
Symposium conducted by the Stanford University Graduate School of Business 
in October of 1964, when editing a volume on the contributions of the partici- 
pants, wrote: "Everyone would agree that knowledge of consumer behaviour 
is still very limited. A tremendous amount of work needs to be done to identify 
relevant variables, and to establish relationships between controllable stimuli 
and responses to them before marketing laws can emerge, which might be 
integrated by theory. 11 
Although this observation was made ten years ago, it Is still as 
appropriate today as it was in 1966. A tremendous amount of work still needs 
to be done to identify the relevant variables even though over the past ten years 
and particularly over the last five years a large number of the published theses 
or papers in marketing have taken as their subject consumer behaviour. 
Most of these scholars have taken as their viewpoint the actual 
purchasing process itself and in particular have oriented their research around 
those aspects of the individual or his environment which influences his behaviour 
as a consumer. A variety of other viewpoints have been used by researchers 
but the purchasing process viewpoint has become generally accepted as the most 
aPpropriate. 
3.1 Consumer Behaviour 
Tucker (1967) was one of the earliest writers to attempL the formu- 
lation of a theory of consumer behaviour. He proposed the following viewpoint: 
"Consumer behaviour is surely like other human behaviour, subject to a host 
of influences that can be classified as social, psychological, environmental, 
-8- 
physiologic. al, economic and the like. It can be regarded as a series of events 
in which the conditions of one time period are the primary determinants of the 
activities and conditions of the next time period. 11 
Even though this viewpoint by Tucker was one of the earliest (1967) 
it is highly relevant to note that one of the "host of influences" cited is "social", 
because this study is concerned with social influences. 
A somewhat more recent definition of consumer behaviour is that 
of Engel, Kollat and Blaclwell (1973) who have stated that Consumer Behaviour 
is "the acts of individuals directly involved In obtaining and using economic 
goods and services including the decision processes that precede and determine 
these acts. 11 
This study is concerned with the latter part of this definition, 1. e. 
the steps in the decision processes that precede and therefore influence the 
actual purchase and thus determine consumer behaviour. This decision process 
to analysing consumer behaviour has emerged as the most widely adopted approach 
to the study of consumer behaviour, and will be utilized In this study. More 
specifically, the central question of this study is concerned with the social 
influences of consumer behaviour, and how these social influences are affected 
by the ethnic background of the consumer, (as indicated by purchasing patterns). 
The study will be concerned with both the macro level because of the possible 
implication for manufacturers and national wholesalers/retailers, and also the 
micro level because we are concerned with the Individual as a member of a 
consumption unit which interacts in the tocal micro environment. 
- 9-. 
2.3.2 The Decision Process Approac 
The decision process approach is an inter-disciplinary approach, 
which draws heavily on the behavioural sciences. Findings from such disciplines 
as general psychology, social psychology, sociology, anthropology, cultural or 
social anthropology, economic geography, linguistics; political science and 
other disciplines are extremely Important to consumer behaviour as the study 
of how people and society interact in the purchasing process. 
It is the search for a more all-encompassing explanation of buyer 
behaviour which has led marketers to borrow extensively from other disciplines. 
For example, Walters and Paul (1970) have said that "Consumer behaviour has 
traditionally been a part of economic theory, and in this sense, consumer 
analysis Is as old as economic analysis. 11 
In addition, Bennett and Kassarjlan (197"') have written: "The 
behavioural sciences that have made significant contributions to the study of 
consumer behaviour are economics, sociology, psychology and to some degree 
political science and cultural anthropology. 11 
This means that we are in fact attempting to explain human behaviour. 
Most authors who have made this attempt have relied on models to aid in the 
explanation of behaviour. 
2.3.3 Models of Consumer Behaviour 
Any model is a schematic representation of some phenomenon which 
the model Is intended to explain. It lists various elements and attempts to rep- 
recent the relationship among the elements. It thus provides a map, a testable 
map, of the phenomenon. Models have been developed of consumer behaviour 
-10-- 
in order to begin to gain an understanding of the individual as a system, a 
system which contains considerable complexity. Although many models have 
been developed by a variety of marketing scholars, 'probably the most widely 
Imown have been developed by the following scholars: Nicosia; Howard and 
Sheth; and Engel, Kollat and Blaclwell. These traditional models will be exam- 
ined in order to place in perspective the role of social influences on consumer 
behaviour. 
2.3.4 Nicosia Traditional Model. 
The first model we will examine was published by Francesco 
Nicosia (1966) who was one of the earliest to advocate a comprehensive model. 
An early version of this model which contains four basic fields is reproduced 
on the following page (in summary form inasmuch as the model has been much 
refined since the orýginal publication). It is Subfield Two of Field One which 
refers to the consumer's psychological attributes which is of importance to 
this study. It is important because this Subf ield Two is the field that contains 
predispositions and it is in predispositions that social influence would have the 
greatest effect, and social Influences are the main subject of this thesis. We 
are also concerned with the act of purchase which Is designated Field Three. 
-11- 
Fignire 2.3.4 
Field One: from the Source of a f4assage to the C, )nsumer's Attituee 
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SUMMARY FLOW CHART OF THE' NICOSIA 'MODIM OF BUYER 
BEI JAVIOR. Francesco M. Nicosia, Consumer Decision Pioccsscs: Alarketin-f 
and, Advcrikinc, Implication. v (En-glewocod Cliffs) N. J.: Prentice-11all, 1966), p. 
Figure 2.3 5 
Inputs Perceptual Constructs Learning Constructs Outputs 
Stimulus Display 
Significative 
M. Cluality Intention Purchase 
b. Prwe 
c. Distinctivene, ss 
d. Service intention 
e. Availability 
Symbolic Attitude 
j 
a. Cluality, Stimulus 
b. Price LAmbiguityl I f-- Attitude j Grand 
C. Distinctiveness Comprehension 
d. Service 
e. Availability 
Choice E F8rand 
I 
&Attentidon 
j 
Attitu e 
P, 
Social n 
a. Family 
Criteria Comwehenýsion 
b. Reference 
Groups 
c. Social Class 
[Attention per eptual 
Bias 
SIMPLIM 
, 
ED DESCRIPTION OF THE IIONVARD-STIETII MODEL 
OF BUYER BEHAVIOR. John A. Howard and jagdish N. Shelb, The 
Theory of Buyer Behavior (Ncw York: Wiley, 1969). 
-12- 
2.3.5 Iloward-Sheth Traditional Model 
A second highly-regarded model of consumer behaviour is the 
Howard-Sheth (1969) model, which is reproduced on the preceding page. It 
is often attributed with being the first integrative model of buyer behaviour. 
Again we are utilizing an early version of the model as much refinement has 
occurred since 1969. 
The elements of the model which are of import to this study are 
the "social" classifications listed under the general heading "Inputs" and the 
"purchase" listed under "outputs". Of particular importance are the sub- 
elements of the "social" classification as listed by Howard and Sheth, Le. 
family, reference groups and social class. These social stimuli are the central 
. 
issue of this stud and the Howard-Sheth model by listing sub-elements under 
the general classification of "social stimuli" represents an elaboration or pro- 
gression from the Nicosia model in that recognition is made that sub-elements 
do exist within the category "social inputs". This study Is concerned with one 
possible sub-element, 1. e. ethnic background, and whether It should be regarded 
as an important sub-element of the "social inputs" which influence the output - 
"Purchaself. 
2.3.6 The ngel, Kollat and Dlackwell Model 
A third highly acclaimed model of consumer behaviour is the 
Engel, Kollat and Blackwell (1973) model, reproduced on the following page. 
It is perhaps the most comprehensive of the three models and has been referred 
to by the authors as "a multimediation model of consumer behaviour". The 
term multimediation refers to the fact that many processes intervene or mediate 
between exposure to stimuli and the final outcomes of behaviour. 
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Of interest to this study is the fact that the Engel, Kollat and 
Blackwell (1973) model contains a section headed "Environmental Influences" 
and it is within this section that various sub-elements are listed including 
specifically culture, family and social class. The reader will note that the 
direct influence, in accordance with the model, of "environmental influences" 
is on the problem recognition; internal search and alternative evaluation; and 
external search and alternative evaluation processes which in turn influence 
the purchasing process. 
It is the "environmental influences" and "purchasing processes" 
areas of the model which are of importance to this study. 
2.3.7 Relevant Common Elements of These Models 
From the above brief reference to three of the most widely recog- 
nized models of consumer behaviour, it is apparent that among the elements 
common to each of the models are the actual "purchase" and some intervening 
or influencing element designated initially by Nicosia as "consumer's attributes"; 
elaborated by Howard-Sheth as "social inputs" with the sub-elements of family, 
reference groups, and social class; and further modified by Engel, Kollat, Black- 
well as "environmental influences" with the six (6) sub-elements: income, culture, 
family, social class, physical, and other. 
Based on the commonality of this influencing element which is "social" 
or "environmental" in nature, the researcher has designated the element as 
"social influences" for the purposes of this study. Further, it seems evident 
from the above-noted models that the "social influonces" element is composed 
of a number of sub-elements, three (3) of which were identified by Howard-Sheth, 
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while Engel, Kollat, Blackwell designate six (6). The researcher has therefore 
taken the viewpoint that the exact number of sub-elaments which interact to 
create the element "social influences" is at present unlmown and thereby justifies 
the establishment of this study's objective, i. e. to examine ethnic background 
to establish if it should be considered one of the social influences which affect 
consumer behaviour. 
I 
2.3.8 The Sub-Element "Culture" 
It Is appropriate to note at this point that "culture" as a sub-element 
of the "social influences" element does not appear in the early models of con- 
sumer behaviour, L e. the Nicosia or Howard-Sheth models. However, in the 
more recent and more comprehensive Engel, Kollat, Blackwell model, "culture" 
does appear as a social influence, and therefore is discussed in some detail 
later. 
2.3.9 Cbmparlson'of Models 
Before we go on, it is interesting to note that Zaltman, Pinson and 
Angelmar (1973) have made the following observations concerning the above 
models. "It is difficult to compare the different models with one another. For 
one thing they make different assumptions. Nicosia assumes the decision-making 
orientation covering a large range of consumer behaviour. Howard and Sheth on 
the other hand assume a learning theory framework and develop their model with 
particular reference to frequently purchased products and services. The study 
of theory In a consumer behaviour context is still very much in its infancy and 
until the various models are tested in whole or in part, we cannot draw firm 
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conclusions about their inherent worth or relative power. It should be added, 
however, that these models are not pure abstractions without any empirical 
support. All three models, but particularly the Nicosia and Howard-Sheth 
models, derive some support as their inspiration from empirical studies con- 
ducted prior to their construction. Two things may equally account for our 
failure to discriminate in a significant way among the three models. First, 
it may be the case that our criteria are Insufficient; that is, they do not take 
into account the distinctive qualities of the models. Second, it is also cer- 
tainly true that the three models are much alike, not in their assumptions but 
in their resulting properties. They all seem to belong to the same tradition 
of verbal models built around an intuition of the "right" theoretical frame- 
work". 
Zaltman, Pinson and Angelmar (1973) have included a table of 
evaluation on the three models which is reproduced on the following page. 
From this evaluation by Zaltman, Pinson and Angelmar it is 
possible to conclude that although each of the models is based upon different 
assumptions and each is different from the other, there are common aspects 
to each. The commonality that is important for this thesis is ". social 
influences". 
2.3.10 Multi-Dimensional Models 
The most recently published versions of consumer behaviour 
models which are refinements of *the traditional models previously discussed 
seem to be developing a multi-dimensional aspect. Engel, Kollat and Blackwell 
(1973) have in fact used the term "multi mediation II and have applied it to their 
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Figure 2.3.9 
An Evaluation of Three Major Models of Consumer Behavior 
Model Engel-Kollat 
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3. Independence 
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6. 'Conceptual unity good fair fair 
7. Empirical interpretability good good fair 
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11. Confirmation (untested) fair (untested) 
12. Originality good. good fair 
13. External consistency fair-good fair-good fair-good 
14. Unifying power good-very good good-very good good 
15. Heuristic power good good-very good fair-good 
16. Stability fair fair fair 
The criterion does not apply 
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previously rioted model. As. stated before they have defined it as referring to 
the fact that many processes intervene or mediate between exposure to a 
stimulus and the final outcome of behaviour. This particular terminology 
has become common in the behavioural sciences. The model by Engel, Kollat 
and Blackwell (1973) and a model presented by Howard and Ostlund (1973) as 
well as a model presented by Engel (1968) during his talk entitled "Theories 
of Consumer Behaviour" (which was presented at a conference entitled I'Strat- 
egic Analysis of Consumer Behaviour" held a. Bradford University, 1969), 
forcefully make the point that there are in fact many variables which affect the 
consumer decision-making process. The HoNvard-Ostlund and Engel models are 
reprodueed on the following pages. 
Each of these models attempts to specify the variables involved 
in the purchase decision making process as well as the linkages between the 
variables and it is through the use of these models that a basis is laid for the 
Investigation of all types of buyer or consumer behaviour, whether it be an 
extended problem solving situation or one of extreme routine or habitual buying 
decisions. 
2.3.11 Many Elements Interact 
inasmuch as it is currently accepted that there are many elements 
which interact to create consumer behaviour, it seems evident that these 
elements should be examined critically in order that it might be ascertained 
if the Canadian environment has any unique aspects which would indicate a pos- 
sible difference in elements wlitcb would not be taken into consideration in models 
which were primarily developed by scholars who are in the U. S. epvironment. 
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To do this, one must first of all look at the sources of the inter- d is cipl inary 
contributions to marketing thought. 
2 
Based upon the examination of these con- 
tributions, as discussed later, it becomes evident that it is the theories of 
"social influences" in consumer decision-making which are common to all 
models which should be examined in more detail inasmuch as the social environ- 
ment of Canada may be significantly different from that of the U. S. 
2.3.12 Social Influence 
There are many sources from which theories relating to social 
influence and its effect on consumer behaviour can originate, such as reference 
group theory, social class theory, diffusion of innovation theory, and others. 
The central concept of this group of social influence theories, however, is that 
individuals identify and/or use as standards of behaviour certain reference groups 
or social groups. 
Kassarjin and ]Robertson (1973) have said 11.... the consumer has 
been viewed as a psychological unit; however, he does not function as an indepen- 
dent entity in society. He interacts with other people and they influence his 
responses to the world around him. These interactions can range from the very 
simple -a casual conversation with a friend - to the very complex - the social 
in ter-re lation ships found in formal groups or large organisations. 11 
Festinger (1954) developeq a theory of social comparison as a 
motivating force in human behaviour. The theory argues that the individual has 
a need to compare himself on various attributes with others in order to judge 
2 Discussed briefly here but elaborated in Chapter 3. 
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the consequences of his behaviour when physical evidence is unavailable. 
Moschis (1976) believes this social comparison increases the stability of 
one's evaluation. 
Jones and Gerard (1967) proposed that this motivation for social 
comparison leads the individual to choose reference groups to make such 
comparisons. 
Engel, Kollat and BlacInvell (1973) note: "Social class is a type 
of reference group; there is significant evidence that distinctions occur in 
consumer behaviour among the various social classes. 11 
Also reference group influence underlies the process by which 
innovations are diffused within social groupings. 
Robertson (1971) has stated: "Social structure defines the boun- 
daries within which innovations diffuse. Within a given structure, individuals 
may also be characterized and 'located' in terms of their social status, relative 
integration within the social system, and on demographic, attitudinal, and 
other variables. 11 
]Rogers and Shoemaker (1971) view the complexity of diffusion and 
social structure interrelationships as follows: 
11 The social structure acts to impede or facilitate the 
rate of diffusion and adoption of new ideas through what 
are called 'system effects'. The basic notion of system 
effects is that the norms, social statuses, hierarchy and 
so on of a social system influence the behaviour of indi- 
vidual members of that system. System effects are the 
influences of the system's social structure on the behaviour 
of the individual members of the social system. 11 
In addition, sociology of the family, which is concerned with the 
role structure of the family and the interaction processes, also contributes many 
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useful concepts and methods which aid in understanding the household decision- 
making process. 
]Robertson (1970) in discussing role specialization within the family 
notes as follows: 
11 Kenkel (1961) proposes that two basic kinds of behaviour 
are exhibited in small groups: (1) task or goal-oriented 
behaviour and (2) socio. -emotional or expressive behaviour. 
Although individual group members may exhibit both forms 
of behaviour, specialisation generally occurs. 11 
In summary the above-noted viewpoints: (1) consumers do not 
function independently; (2) social class Is a type of reference group; C3) in- 
dividuals are 'located' with the social system on a variety of variables; 
(4) that the norms, social statuses, hierarchy and so on of a social system 
Influence behaviour; (5) and that goal-oriented or socio-emotional behaviour 
occurs in small groups, suggest to the researcher that it is appropriate to 
adopt the following viewpoint for the purposes of this study. 
An individual's social class, or the social grouping in which the 
Individual participates, and the sociology of the individual's family may all be 
influenced by the ethnic background of the individual consumer, and thus ethnic 
background may be a social influence on consumer behaviour. 
Robertson (1970) recognized the influence of ethnic background on 
behaviour when he stated: "In some ethnic groups, joint husband-wife activtties 
are sanctioned; in other groups, the husband is traditionally the head of the 
household and chief decision-maker. 
2.3.13 Attitudes and Personalitv 
As previously noted the elements in the various models which fall 
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under the category of social influences are personality, family, social class*, 
and culture. We have discussed social class briefly. We now turn our attention 
to attitudes and personality which are influenced by and are a direct result of 
family, social class and culture. 
This viewpoint was expressed by Carman (1965) who wrote: 
"The clearest tie between culture and personality 
3 
is made by Linton (1945), 
who defines culture as 'the configuration of learned behaviour and results of 
behaviour whose component elements are shared and transmitted by the members 
of a society'. 11 
Britt (1966) would appear to agree as he cites a statement by 
George M. Foster as follows: "The real essence of culture, all of us believe, 
lies in what we think and do, our attitudes 
4, 
our social forms, our religious 
beliefs". 
In view of the above-noted relationships between culture and per- 
sonality and between culture and attitudes and because of the limitations operable 
on the practicality of this thesis the two elements, attitudes and personality, 
will not be examined In this study. If the two elements, attitudes and personality, 
were to be included in this study, it is evident that the very nature of the study 
would, of necessity, have to be greatly altered and vastly expanded. Either of 
these elements, attitudes or personality, In themselves could represent a major 
study. Therefore the researcher has for practical operational reasons taken the 
viewpoint that attitudes and personality should not be included as a part of this 
study but instead should be temporarily set aside until the results of this study 
Researcher's underlining. 
Research3r's underlining. 
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are known, at which time it will be possible to ascertain if further detailed 
studies of attitudes and personality as they may be influenced by ethnic back- 
ground are warranted. Therefore we will centre our discussion on the elements 
family, social class, and culture in order that we might examine each with a 
Yiew to determine if ethnic background could affect these -social influences. 
2.3.14 Family 
The term "family" has a variety of uses, and the definitions of 
"family" are related to these uses. For example, Engel, Kollat and Blackwell 
(1973) refer to the nuclear family and define it as the immediate group of father, 
mother and children living together; the extended family, referring to the nuc- 
lear family and other relatives including grandparents, etc. ; and the family 
of orientation, defined as the family one is born into, while the family which is 
established by marriage is referred to as the family of procreation. 
Although other definitions are equally possible, it is the formation 
of the family, and thereafter the functioning of the family as a spending unit, 
which is of importance to this study inasmuch as the family differs in many res 
ects from the larger social system and certainly the larger social systems are 
different in Canada than they are in other national environments. 
Walters (1974) presented this view of the family: 
11 A family is a social group having common residence, 
economic cooperation, and reproduction. These families 
can be nuclear, extended or compound, (same as above- 
noted family of orientation5) and these families provide 
for procreation, economic gain, sociability, and child 
bearing. Families have changed in our time because of 
the growth of cities, economic conditions, advances in 
technology and the emancipation of women. Even though 
5 Researcher's opinion. 
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the family unit has changed, its importance is 
fundamental to consumer behaviour. All goods 
purchased are bought either for individuals in 
the family or for the family as a whole. 11 
It is these other aspects of group influence as it affects spending 
unit behaviour rather than just the formation of the family which the researcher 
believes are important to understanding the working of consumer purchase behav- 
iour in the Canadian environment. Therefore it is assumed that the above noted 
definitions referring to the composition of the "family" which is operable in a 
consumer behaviour situation in Canada is not significantly different from the 
composition of the "family" which is operable in consumer behaviour situations 
in other western industrialized nations. Thus , of the previously 
discussed social 
influences, "family" by itself is not significantly different in its composition in 
the Canadian environment. But "family" as a social group and spending unit is 
of central importance to the study because the "family" as a social group may 
be influenced by the ethnic background of its members. 
2.3.15 Culture 
Engel, Kollat and BlacInvell (1973), who were early exponents of 
the need to include "culture" in any explanation of consumer behaviour, have 
stated that "a realistic analysis of consumer choice must include understanding 
of the cultural context which moulds human desires and shapes the human decision- 
making". This statement is made on the basis that values of human groups and 
the interactions between indivi(laals greatly affects consumer decision making. 
Engel, Kollat and Blackwell describe this perspective as "culturalogical". 
Holloway, Alittelstaedt and Venk-atesan (1971) made the following 
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observations: I'Decause of its all-inclusive nature and pervasive effects, 
I 
culture, as a concept, is both easy to talk about and difficult to define". 
W. T. Tucker (1974) who wrote "The Social Context of Economic 
Behaviour", which focuses on the role of class, group and culture (all of which 
are of concern to this study) as the three principal sociological structures that 
influence individual behaviour, noted that "Almost everyone is aware of group 
pressures, no matter how unthoughtful or untutored he is". 
F. D. Sturdivant (1973) noted "everyone is similarly aware of 
class distinctions. ,--". 
However, when we approach the third concept, culture, Tucker 
concluded that "most of us are naive about culture". 
Sturdivant explained this naivity by noting that: 
11 ..... the effect of culture on human behaviour Is less 
visible - more abstract - than is the case with class or 
group. In addition the Social Scientists who employ 
culture as an analytical device in studies of complex, 
urban societies have generally ignored the marketplace 
as a vital milieu within which to observe the behaviour 
of their subjects .... Most students of American 
culture have restr 
' 
icted their observations to marriage, 
child rearing, peer groups, religion, language and the 
like. 11 
Sturdivant completes his observations with the following explicit 
statement: "An understanding of culture, therefore, is vital to the study of 
consumer actions as well as any other form of human behaviour". 
Based on the above-noted observations, the researcher felt it to 
be imperative that a "culturalogicaPtviewpoint be adopted for the purposes of 
this study because, as noted above, culture has generally been ignored in the 
American marketplace. However, it is this exact element, culture, which 
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changes when one is concerned with the marketplace in countries outside of 
the U. S. 
Henry (1976) notes that "a review of the current literature shows 
that little empirical work has been conducted in the marketing field to test the 
a priori assumptions concerning culture... ". However as a result of his own 
study Henry concludes, "The statistical results obtained provide empirical 
support for the commonly held theory that culture is an underlying determinant 
of consumer behaviour". But by his own admission in the article's conclusions 
Henry suggests his study is an initial exploratory study and more research is 
necessary in order to understand the relationship of culture to consumer 
behaviour. 
Keeping in mind the above-noted difficulty in defining culture, we 
can state that within all larger societies, small groups develop their own culture. 
Culture as a term can be used in many many ways. A multiplicity of definitions 
have been suggested by anthropologists and sociologists. Kroeber and Kluckholm 
(1963) examined 164 definitions of culture. Kroeber and Parsons (1958) suggest 
that culture could be defined as the complex of values, ideas, attitudes and other 
meaningful symbols created by man to shape human behaviour and the artifacts 
of that behaviour as they are transmitted from one generation to the next. 
The original and classic definition of the concept by Tyler (1891) is 
11 that complex whole which includes Imowledge, beliefs, art, morals, law, 
custom, and many other capabilities and habits acquired by man as a momber 
of society". 
Sturdivant (1973) notes that "Culture is thus a pervasive force that 
has evolved in different ways throughout the world for thousands of years". 
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Keeping the above observation in mind, if we accept a definition 
of "culture" as the complex of values, ideas, attitudes and other meaningful 
symbols created by man to shape human behaviour, then it seems probable 
that ethnic background will affect "culture". This seems probable because 
individuals form groups which in turn develop "culturd' and thus the ethnic 
background, i. e. the transposed culture via immigration, of the individuals 
forming the gEoups will affect or help shape the "culture" so develol2ed 
Therefore, in order to facilitate the objectives of this study, one 
can realistically formulate the statement that ethnic background may influence 
culture, which is one of the social influences recognized as affecting an indi- 
vidual's behaviour in many situations including purchasing behaviour. 
2.3.16 Inter-Generational Value Transmission 
It is not just the "culture" which exists in a given environment 
which concerns the study, but because a culture Is constantly changing or under- 
going modification over any time period, It Is the actual formulation of culture 
which is of importance to the study. Engel, Kollat and Blackwell (1973) have 
developed a schematic entitled "inter-generational value transmission" which 
they utilize to explain the transmission of the values of the U. S. society from 
one generation to another. This figure is reproduced on the following page. 
We are concerned with cultural formulation and inter- generatfonal. 
transmission of cultural values because of the possible effect of ethnic back- 
ground on these processes and thus on consumer behaviour. 
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McNeal (1973) has made the following observation of the effect 
of cultural influence on consumer purchasing: 'Vhen one is born, it is already 
decided, to a great extent, what products he will use and how he will use them. 
These decisions are a function of the culture In which he is sociallsed. 11 
As previously stated, one of our additional objectives, if ethnic 
background does affect consumer decisions, Is to ascertain the long term time 
dimension; therefore, our concern is with the transfusion of cu! tural values. 
2.3.17 Cultural Transfusive Triad 
The cultural transfusive triad diagrammed on this page above 
contains three main elements: the family, the church, and the school. Although 
a more thorough discussion of this triad and the transfusive phenomena will occur 
later in the study, if at present one accepts that these three elements do act, 
along with other diversified institutions, to transfuse cultural values from one 
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generation to tha- next, then one must also wonder at the effect which ethnic 
background would have on this transfusive process or the values transfused. 
That is to say, will the transfusive triad act to transfuse cul- 
tural values to those persons who have an ethnic background, i. e. a trans- 
posed culture via immigration. 
Engel, Kollat and Blackwell have said: 
11 The most basic influence upon an individual is the 
family. This is true for a number of reasons, 
including the fact that the family is the primary 
screening agent of culture during the formative 
childhood years when a high proportion of culture 
Is assimilated.... Social classes, racial and other 
ethnic groups are also important in defining and 
transmitting culture to the individual. 11 
Thus although Engel, Kollat and Blackwell attribute primary 
importance to "family" they also recognize the Importance of "social classes" 
and "ethnic groups". 
2.3.18 Objectives Justified 
From the above brief discussion the researcher believes it is 
reasonable to view ethnic background, i. e. transposed culture via immigration, 
as being a possible Influence on one or all of the social Influence elements of 
family, social class, and culture. Therefore, for the purposes of this study, 
ethnic background should be considered as a social influence and examined, to 
establish if it does influence consumer behaviour and thus should be included 
in the models as one of the social influences. 
2.4 International Implications 
If it is determined that ethnic background does significantly affect 
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consumer decision making in the Canadian environment this determination will 
not be of value only to Canadian marketers. Canada is not the only country 
which has a bi-linguial and/or multi-cultural environment. 
Elkin (1973) makes the comment: "although the specific subject 
matter .... concerns French Canada, its implications regarding social change 
in modern society go far beyond. The situation in French Canada has no exact 
counterpart elsewhere in the world but comparable situations are not uncommon. 
In relatively industriallsed Europe, the modus vivendi of a kind exists in several 
countries in which two or more ethnic or language groups argue about their 
powers, rights, and occasionally their language and sometimes, recently in 
Belgium and Northern Ireland, as well as Canada, the modus vivend! gets out 
of hand. 
"The basic context in the relatively non-industriallsed countries 
of Asia, Africa and South America which are composed of various cultural and 
linguistic groups is of course quite different but here too the situation presents 
certain similarities. As in Quebec, industry and commerce have been introduced 
into the traditional settings from the outside by more experienced and powerful 
groups who maintain their senior or superior positions. Insofar as these outside 
groups seek customers or clients among the native population, they require 
assistance from local personnel for routine tasks, advice, comment and eýen 
administrative decisions 
Green and Langeard (1975) who compared various consumer habits 
and innovator characteristics in French and American' consumers made the fol- 
lowing observation: "even though F rance and the United States are 
-33- 
similar in many economic respects, the behaviouiml differences found by the 
study suggest that marketing programs may need to be substantially revised 
If they are to be equally effective in both countries. 
"Most of the differences we found could be attributed to social 
and environmental factors. .. ". 
In view of the above noted quotations the researcher believes It is 
of importance to marketing scholars to realise that there are elements of the 
previously noted models of consumer behaviour which do vary from one political 
or national environment to another. The implications of these variations must 
be examined and understood in order that the study of consumer behaviour can 
be enlarged to enable its application across national boundaries and into the 
international sphere. 
It seems obvious that findings on the effects of ethnic background 
would be of value to the previously noted political entities of Canada, Northern 
Ireland and Belgium. However there are also many other areas of the world 
where more than one culture and/or language survive within a single political 
unit. 
The United Kingdom for example has the Welsh and Scots peoples. 
Both Australia and New Zealand, although officially unilingual, are at least par- 
tially multi-cultural due to large number of immigrants from non-english speak- 
ing cultures. Switzerland has German, French and Italian influences operable 
in various parts of the country. Many eastern European countries formed after 
the second world war have a bi-cultural or multi-cultural environment. 
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In fact with the ongoing relaxation of national political boundaries 
and national sovereignity of all member countries within the European Economic 
Community and the resultant freedom of mobility within the tabour force the 
implications of ethnic background as it influences consumer purchase decisions 
may be of importance to Germany, France, Italy and all the other Common 
Market countrics. 
Chapter 3 
Social Influences - 
An In-Depth Discussion 
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The previous discussion has established the validity of concen- 
trating this study on the social influences of consumer behaviour, and specifi- 
cally upon family, social class and culture as they relate to each other and to 
a possible additional social influence - ethnic background.. The interrelated- 
ness of these elements was briefly noted and wili be more evident in the following 
discuss ! on. 
The purposes of this chapter are to draw together some of the 
prevailing ideas from various disciplines, and a variety of researchers, on 
the four above noted sub-elements of the social influence dimension of consumer 
behaviour. At the same time the researcher will, where appropriate, note the 
relevant aspects of the Canadian milieu, in order to relate prevailing thought 
to the Canadian scene and to this study. 
We will begin our discussion with culture, move on to social class 
and then family. The final aspects of this chapter will be concerned with ethnic 
background and the transmission of cultural values from one generation to the 
next generation. 
1 Culture 
We will begin our discussion of the social influences with culture. 
As previously noted in Chapter 2, culture was Initially defined as the complex 
of values, ideas, attitudes and other meaningful symbols created by man to shape 
human behaviour. For the purposes of this study, this definition will be some- 
what expanded so that culture is used to mean a complex set of values, ideas, 
attitudes and other meaningful symbols created by man to shape human behaviour 
and the artifacts of that behaviour that is transmitted from one generation to the 
next. This, definition is basically that of Kroeber and Parsons (1958). 
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This use of culture does not include instinctive responses such 
as eating when hungry, nor does it inctude inventiveness such as unique and 
one-time solutions to problems. The definition does reflect the contemporary 
view emphasizing the integrative and learning functions of culture and stresses 
the communicative aspect of culture through time i. e. the process of passing 
values, beliefs and artifacts on from one generation to the next. 
Perhaps Block and Roering (1976) best capture our intended 
meaning of culture when they wrote "in its simplest terms, culture serves 
as an adaptive function, that is it is a means of helping an individual adapt or 
cope with the world. 11 
3.1.1 Culture - Basic Characteristics 
Culture as an important determinant of consumer behaviour has 
received a significant amount of attention but as noted previously little exam- 
inatiLon. However, before we continue, it is most appropriate that certain 
characteristics of culture be briefly identified and described In order to facilitate 
the understanding of culture and its effect on consumer behaviour. This analysis 
is adapted from a discussion by Murdoch (1940) regarding the nature of culture. 
3.1.1.1 Culture is Learned 
Culture is learned rather than being instinctive. Ward and 1Robertsqn 
(1973) make this point most appropriately. "Culture is made up of both conscious 
and subconscious elements that are learned rather than being physiologic"-I or 
biologically determined. 11 
In addition cultural values learned at an early age tend to resist 
change more than values learned later. Berelson and Steiner (1964) state that 
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culture: "For the most part, is learned early in life and invested with a good 
deal of emotion. Deviations from the going culture usually cost something in 
comfort, status, peace of mind, or safety. 11 There are obvious implications 
of this statement for immigrants who are relearning cultural values. A high 
degree of motivation must exist to counteract the obvious resistance to change, 
and one can only wonder at the "costs" involved in comfort, status, and peace 
of mind. 
3.1.1.2 Culture is Transmissive 
Culture is transmitted from generation to generation. In Chapter 
2 the concepts of "inter-generational value transmission" and "cultural trans- 
fusive triad" were noted. and further discussion will occur later. However, 
It is appropriate to discuss some additional viewpoints relating to this trans- 
missive quality: 
Margaret Mead (1942) stressed the importance of child learning 
in shaping values and perceptions of individuals growing up in a given culture. 
"In every culture, in Samoa, in Germany, In Iceland, in Bali and in the U. S. A. 
we will find consistencies and regularities in the way in which new-born babies 
grow up and assume the attitudes and behaviour patterns of their elders -and 
this we may call character formation. 11 
We can relate ethnic background to this cultural transmissive- 
process by Doting that Block and lRocring (1976) state that: "Ethnic, educational, 
and religious institutions all participate in the passing on of values, customs and 
artifacts from one generation to the next. 11 Park (1664) stated: "Children do not 
inherit the cultural complexes of their pamnts-,, and when children of immigrants 
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grow up in the country of their adoption they inevitably take over all the accents, 
the inflections, the local cultural idioms of the native population. 11 (NOTE: 
Park's statement is based on the assumption that large concentrations or ghettos 
are not operating to disrupt this process. ) 
This transmissive quality means that man, unlike animals, not 
only is capable of learning but also has the capacity to build on the experiences 
of successive generations. 
3.1.1.3 Culture is a Social Phenomenon 
The people living in a particular society share cultural values, 
habits and patterns of behaviour, thus the consumption behaviour exhibited is 
group behaviour and is not distinctive just to an individual consumer. A charac- 
teristic way of behaving or thinking which belongs to only one individual is not 
culture. Culture refers to group habits and behaviour. These group habits 
are developed and reinforced through social pressure. It is this social nature 
of culture which is important to marketing (and this study) because marketing 
is concerned with group behaviour as well as the behaviour of an individual. 
Block and Roering (1976) state that: "Culture has an effect on 
all values and behavioural patterns but particularly those that are basic to 
social life. For example, culture transmits values such as how to got along 
with others , the type of food to eat, how to dress , and how to earn a living. 11 
Strudivant (1973) notes that: "The habits and patterns of behaviour 
transmitted from one generation to the next include social practices that facilitate 4 
social interaction it 
As previously noted this social nature of culture is important 
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because marketing strategy must be built upon assumptions about groups of 0 
people or market segments, therefore it is important to determine common- 
alities of behaviour which result from culturally determined social phenomenon 
such as values and habits. 
3.1.1.4 Culture is Gratifying 
The very basic function of culture is gratification, that is, to satisfy 
the needs of those adhering to its dictates. Only those values, habits and beha- 
viour patterns that do satisfy will be continued through time, even though needs 
may change with time, thus the need for adaptability in culture as will be dis- 
cussed later. 
This gratification aspect of culture is important to marketing 
because the realization that a culture reinforces certain responses or behaviour 
patterns is basic to marketing decision making. 
1.1.5 fulture is Ada2t! v 
Culture is not static, rather culture shifts to adapt to the environ- 
ment. By today's standards, cultural changes in the past were unbelievably 
slow, however, currently the vastly accelerated rate of technological advance 
and the truly amazing capabilities of modern communications, i. e. in the widest 
sense including involvement of people has resulted in comparatively rapid 
cultural adaptation, not only among the world's developed nations, but especially 
in underdeveloped areas of the world where greater adaptation to -bange may be 
required. 
This cultural adaptivity is well expressed by Merrill and Eldredge 
(1952): 
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11 The most obvious form of adaptation of culture occurs 
in connection with the goegraphic environment, as when 
persODs bearing the culture adapt their social patterns 
to the exigencies of the jungle or the frozen north. This 
does not mean that the geographical environment determines 
the development of culture, but merely that the culture 
adjusts to the geographical necessities on the basis of the 
degree of cultural advancement. Culture must also con- 
stantly adapt to itself, in the sense that its different 
aspects are constantly changing and necessitating changes 
in other and related parts of the culture. This last state- 
ment is equivalent to saying than man makes use of culture 
and that man is the most adaptive of all animals. 
3.1.1.6 Culture is Integrative 
In cultures there is a strong central tendency. That is to say 
cultural patterns occur which are consistent arrangements of behaviour. 
Sturdivant (1973) states: "In a very general sense this centripetal force can 
be thought of as producing a cultural personality. 11 Sturdivant goes on to state 
that "It is rather interesting to observe the inconsistencies as well as the common 
traits of the 'American character' as suggested by a host of observers. The 
following list Is by no means exhaustive: Horney (193ý; Brogan (1944); Myrdal 
(1944); Laski (1948); Kluckhohn and Murray (1949); de Tocqueville (1954); 
Lerner (1957); Commager (1959); and Riesman (1961). 11 
Linton (1945) noted that although the individuals making up a culture 
belong to various subgroups (such as age, sex, occupation), "every society has 
its own basic personality type and its own series of status personalities differing 
in some respects froin those of any other society. 11 By this "personality type" 
Linton was not referring to stcreotýpes of national traits which exist through 
ignorance or misinformation and lack of understanding of other cultures. Instead, 
Linton is referring to a moulding of human nature as expressed by KlucIdiohn 
(1949). 
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11 It is a fact of experience that if a Russian ýaby is 
brought to the United States he will, as an adult, act 
and think like an American - not like a Russian .... 
The process of becoming a representative member 
of any group involves a molding of raw human nature. 
Presumably the newborn infants of any society are 
more like older individuals in their own group. But 
the finished product of each group shows certain 
resemblances. 11 
It is this integrative quality of culture - theprocess of becoming 
a representative member -a moulding of human nature and the cultural person- 
ality aspects which are of importance to this stud . 
3.1.2 Acculturation - Enculturation 
The United States Is noted as the "melting pot" of the world. This 
term has been applied because although a large part of the historical population 
growth of the nation was as a result of immigration of large numbers of people 
from a variety of ethnic backgrounds, they are purported to have all been absorbed 
i. e. assimilated into the culture or way of life of the nation. That is to say the 
immigrants were acculturated, if we define acculturation as the process of lear- 
ning and adopting a new culture other than the culture in which the individual was 
raised. Through this process an immigrant quickly identifies with the new country 
and accepts the culture of the new country as his own. 
By comparison Canada is noted as a "salad bowl". It too had 
successive waves of immigrants, also from a variety of European cultures. 
But the fact that Canada is a bi-lingual environment i. e. English and French, 
and since more than one culture was and still is evident, acculturation did not 
occur. Instead, It can be said that the immigrant went through a process of 
socialisation or enculturation, which can be defined as the process of learning 
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about the culture which he finds in place in his adopted country, but not of 
totally accepting that culture as his own. Rather the immigrant retains certain 
aspects of his own culture in his family life and adopts certain aspects of the 
host culture where economically or socially necessary in order to establish 
an acceptable life style in the new cultural setting. 
Gumperz and Hymes (1972) have observed: 
11 Diversity of speech represents itself as a problem in 
many sectors of life - education, national development, 
transcultural communication. " 
The result of enculturation rather than acculturation is that 
Canada is not a country with a single culture and therefore a country with a 
single cultural personality. Canada is not even a bi-cultural country. In 
fact Canada is multi-cultural , as recognised by the Federal Government which 
contains in the Cabinet a Minister without portfolio designated the Minister of 
Multi-cultural Affairs. 
For example, it was reported in a Toronto newspaper, The 
Globe and Mail in May of 1973, that during the 1973-74 fiscal year over $10 
million was expended by the Canadian Government to strengthen their policy 
of "multi-culturalism within a bilingual framework". Many of the programmes 
receiving this expenditure were designed to increase "awareness on the part 
of all Canadians of the different lifestyl6s and cultural traditions within 
(Canadian) society". 
Canada, therefore., can be said to have almost a unique cultural 
environment, which is a result of its rich variety of ethnic backgrounds. 
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3.1.3 Unique Canadian Environment 
From the above discussion it is evident that there are unique 
aspects in the Canadian environment in those elements of the consumer 
behaviour models which we have labelled social influences. Within social 
influences the area of perhaps the greatest variance is that concerning culture, 
and within the cultural context the unique and specific way in which ethnic back- 
ground has had its effect on the- creation of a multi-cultural environment in 
Canada. 
The researcher suggests that for the purposes of this study we 
utilize the following model of social influences that interact to influence the 
Canadian consumer's behaviour within his environment which is a mosaic of 
transposed cultures reacting and interacting with the native bilingual and per- , 
haps bicultural milieu, what we have labelled the Canadian Ethocultural environ- 
ment. 
Figure 3.1.3 
Canadian Ethnocultural Environment 
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CIass 
Canadian Culture., -. Z. - Consumer Family 
-J, k\ 
Background 
q 
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3.1.4 Social Class Influences on Cultural Patterns 
Perhaps the most appropriate method for terminating this 
relatively brief discussion of culture and initiating a discussion of social 
class, is to briefly highlight the inter-relatedness of these two elements 
of the social influences dimension of consumer bebaviour. 
This inter-relatedness is made very clearly and especially 
meaningfully by Engel, Kollat and Blackwell (1973) when making the following 
comments on the effects of social class influence. "The effects of social 
class influences pervade all of life. Values from cultural patterns among 
social classes begin before birth and continue after death. A summary of 
some cultural patterns influenced by social class serves to Illustrate this 
point. 
1) An individual's probability of being born is influenced by the fertility 
rate of his family's social class; 
2) the probability of an individual living beyond birth is influenced by the 
social class into which he is born; 
3) the type of childhood training an individual receives is highly influenced 
by his social class; 
4) the amount and type of education an individual receives is influenced by 
his social class environment; 
5) the nature of his personal interactions and development of communicative 
skills Is influenced by his social class environment; - 
6) the occupation he enters will be heavily influenced by the social class of his 
father and the cumulative effects of social classes on individual experiences 
as a child; 
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7) the religion of an individual is influenced by his social class; 
8) the types of activities and patterns of behaviour exhibited by an individual 
are influenced by social class; 
9) economic goods and the way an individual regards them is influenced by 
social class. 
10) the kind of funeral an individual receives is influenced by the social class 
of the survivors. 11 
3.2 Social Class 
The second element of the social influences dimension to be dis- 
cussed is social class or social stratification, which is a somewhat smaller 
unit of analysis than culture. Historically, sociologists have been Interested 
in social structure for its own sake, however, researchers in Consumer 
Behaviour are concerned with social stratification because it can have a signi- 
ficant influenceon consumer decis ! on- making. 
3.2.1 Social Class Defined 
Social class may be defined as relatively permanent and homogenous 
divisions in a society into which individuals or families sharing similar values, 
life styles, interests and behaviour can be categorised. Lasswell (1965) pointed 
out that there is little agreement concerning the nature of the divisions in society 
or the criteria for defining them. However, there is little doubt that- social 
classes exist. If a social stratification did not exist, members of that society 
would soon create one. 
As Wasson (1975) notes: "There is a very definite pecking order 
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of individual and group status within every Imown society, including the so- 
called classless sooicty of the Communist world. 
3.2.2 Purpose of Stratification 
Inasmuch as social stratification appears to be a universal 
phenomenon, a trait of human nature, the obvious question is why? What 
purpose does social stratification serve? 
Kerby (1975) states that "Social class structure may not be 
'right', either in the moral sense or in the sense that the criteria employed 
in status determination are appropriate, but they do fulfil important social 
purposes. " 
Davis and Aloore (1945) express these purposes as follows: 
11... The main functional necessity explaining the universal 
presence of stratification is the need for ..... motivating 
individuals in the social structure. As a functioning mechanism 
a society must somehow distribute its members in social 
positions and induce them to perform the duties of those 
positions... If the duties associated with the various positions 
were all equally pleasant to the human organism, all equally 
important to societal survival, and all equal in need of the 
same ability or talent, it would make no difference who got 
into which positions, and the problem of social placement 
would be greatly reduced. But actually it does make a great 
difference who gets into which positions, not only because 
some positions are inherently more agreeable than others, 
but also because some require special talents or training and 
some are functionally more important than others. Also, it 
is essential that the duties of the positions be performed with 
the diligence that their importance requires. 
..... Hence every society, no matter how simple or complex, 
must differentiate perswis in terms of both prestige and 
esteem, and must therefore possess a certain amount of 
institutionalised inequality. 11 
Kerby (1975) states that a less tangible purpose of social strati- 
fication is: 
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11.... the fact that people want to know where they stand. 
They feel uncomfortable not knowing what role to play. 
If society indicates a pattern of behaviour they are expected 
to follow, it not only reduces the anxiety connected with 
interpersonal relationships but provides a standard by which 
their own performance can be judged, not only by others, 
but also by themselves. 
3.2.3 Concepts Linking Culture and Social Structure 
It is appropriate at this point to examine briefly the concepts 
developed by sociologists to link culture and social structure. This examina- 
tion Is based on Shepard's (1974) discussion of these concepts in his text 
entitled Basic Sociology: Structure, Interaction and Chan . 
Figure 3.2.3 
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The figure on the preceding page graphically illustrates the linking 
of culture and social stratification, and their interaction is denoted by the tivo- 
headed arrow. Starting on the left the first major bond between culture and 
social stratification is found in the concept "role prescriptions" described by 
Davis and Moore (1945) as "culturally defined rights and duties expected of all 
persons occupying a particular social position". A location within a system of 
social relationships is a "social position", the second linkin the chain. ]Role 
prescriptions are attached to each position within a system of social relation- 
ships. It is through role prescriptions that culture enters the framework. 
However, for a variety of reasons, there is frequently some slippage between 
role prescriptions that receive their specific content from culture and the actual 
behaviour displayed by persons acting out the rights and duties expected in a 
particular social position. The way in which role prescriptions are executed 
by the holder of a social position is termed "role behaviour", which is the third 
link. 
Role behaviour occurs through the process known as "social inter- 
action". Social interaction is the exchange of social influence In which the actions 
of one person affect the behaviour of another person, whose reactions in turn 
affect the first person, and so on. A particular type of social interaction of 
interest to sociologists occurs when persons occupying Interrelated social. 
positions exhibit role behaviour based on their mutual understanding of their 
reciprocal rights and duties. Such mutual understanding is possible because 
persons in social positions not only have expectations of their own behaviour 
but also expectations for the behaviour of others in the situation. "Role 
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expectations" then, are the repertoire of behaviour expected for oneself and 
anticipated from others within the context of interrelated positions. Role 
expectations exist as a result of learning and experience and because role 
expectations do exist, much human social interaction is orderly, predictable, 
continuous and recurrent. 
Social interaction, based on role expectations and role behaviour, 
is thus -observable as social relationships. Social relationships may be of two 
types: "episodic social relationships" which are patterns of social interaction 
that are over quickly i. e. shop assistant-customers, or engaged in only period- I 
ically i. e. nurse-patient; or "continuous social relationships" which are pat- 
terns that are participated in on a consistent basis i. e. husband-wife. Thus, 
the four', --, h link is between role behaviour. social interaction and social relation- 
ships. 
Social structure therefore emerges as a result of this sort of 
social Interaction - along with the change and conflict which accompany it - 
and this is sociology's starting point. That is social interaction observable 
as social relationships brings us to the end of the conceptual framework 
between culture and social structure as diagrammed above. Shepard (1974) 
said: "Social structure - an interrelated set of social relationships based on 
man-made patterns of thinking, feeling and behaving (culture) - can be Identified 
and in turn the existing social structure affects creation and change in culture". 
In conclusion of this discussion of the concepts linking culture and 
social structure, we again utilize Shepard who wrote: 
11 Like culture, social structure is an abstraction, something 
inferred from human behaviour. When sociologists infer the 
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presence and operation of social structure, they have done 
so by observing culturally based social interaction that Is 
displayed as an interrelated set of social relationships. 11 
3.2.4 Social Class Determinants 
Social stratification exists; for various purposes; and Is linked 
to culture; now we turn to the question of on what basis is social class deter- 
mined? 
Usually a variety of factors form the basis for any social structure. 
Kerby (1975) suggests that a great deal of value is usually placed on contributions 
to society, and because of this the work a person does plays an important role 
in determining his position. The worth of this "Contribution" is determined by 
three factors: (1) importance of the function, (2) scarcity of talent, and 
(3) skill-level achieved. 
Kerby suggests some specific areas in which an individual might 
develop expertise and hence relatively high social rank : 
1. religion 
2. government 
3. possession of property 
4. technical knowledge or ability 
5. philanthropic activities 
However, in a number of social systems, particularly in the devel- 
oped nations, position In the social structure is not determined solely by occu- 
pation, because these societies place a value on other accomplishments and in 
some instances to station at birth. 
Although there are a number of ways that can be used to determine 
a person's social class and as pointed out by Lassell (1966) "there is little 
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agreement concerning the nature of the divisions in society, or the criteria for 
defining them", there is considerable similarity among the various approaches. 
One of the more helpful approaches used to identify the social class of individuals 
is a six dimensional schema proposed by Kahl (1957). These six dimensions 
are: (1) occupation; (2) personal performance; (3) interaction; (4) posses- 
sions; (5) value orientations; (6) class consciousness. 
Although the first dimension, occupation, Is self evident, some of 
the other dimensions do need some further elaboration. 
By the dimension "personal performance", Kahl wishes to indicate 
that a person's social class is determined partly by the degree to which he per- 
forms well within his occupational class, including deference or attitude of 
respect given to the individual by others in the society. In addition, personal 
performance can relate to activities other than job performance. An individual's 
status may be affected by the prestige he acquires for acts that society approves. 
By the dimension "interaction" Kahl's meaning is to refer to inter- 
actions with others within the same social class. Barber (1950) has stated that 
the importance of social intimacy as an indicator of social class in the following 
terms: "the assumption underlining the use of the interactional indicator of 
social class position is that social intimacy is expressive of social equality. 
The assumption rests on the fact that the kind of interchange of sentiments and 
ideas that goes on in intimate associations is possible only among people who 
Imow each other well and value each other equally. It is, in other words, possible 
only among social class equals and therefore it is an indicator of social class 
equality. 11 
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The dimension possessions relates not only to the amount but 
also to the nature of the possessions. This is sometimes referred to as "life 
styles". 
The dimension "value orientations" refers to the values or beliefs 
that an individual holds. 
The dimension "class consciousness" refers to the degree of 
awareness of class difference within the society. 
From the above discussion it seems evident that no single definition 
of social class would be acceptable to scholars and therefore no single set of 
determinants of social class. This supports the viewpoint adopted for this study 
that ethnic background should be examined In order to place it in perspective as 
to whether it Is an important or negligible element of the social influence 
dimension of consumer behaviour. 
This viewpoint is further supported by Jain (1975) who presents 
an approach to identify and represent information about social class structures 
implicit in the informal descriptions of social class given by naive community 
members. Jain's study defined social class by using the following four factors: 
occupation, education, family income and ethnic background. (Although Jain's 
definition of ethnic background differed from and was more simplistic than the 
definition utilized in this study. ) 
3.2. Cr. Race and Ethnic Subcultures in Social Positioning 
The following discussion borrows heavily from the views of 
Shepard (1974), Firstly we must elefine our terms, "races" are categories of 
persons who share certain physical features, while "ethnic subculture" is a 
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minority whose subculture often includes a distinct language and rel! 6on. 
Ethnic subcultures differ from other subcultures In that their members generally 
trace their origins to other societies and have not yet become diffused through- 
out their new society. As such this definition of ethnic subculture is similar 
to the definition of ethnic background utilized for this study. 
While ethnic subcultures are identified by unique cultural charac- 
teristics , the traditional classification of the major races - caucasold, mongo- 
loid , australoid , and negroid - are 
based on the fact that a greater number of 
these peoples share certain physical characteristics than do other peoples. 4. 
However, we should note that these classifications are social definitions stem- 
ming from the social needs and culture of the peoples who use them. 
Races and ethnic subcultures normally cannot be neatly categ- 
orized as social classes because members of races or ethnic subcultures may 
be distributed from'top to bottom on the economic, prestige and power hier- 
archles within a society. However, even though race and ethnicity are generally 
not sufficient unto themselves for the creation of social classes it is evident 
that their influence is heavy in the sense of creating master social positions 
that affect initial placement and subsequent movement of their members on a 
stratification structure. 
If in the above discussion we substitute our term "ethnic back- 
ground" for the term "ethnic subculture" inasmuch as the terms have similarities. 
we again have support for the viewpoint adopted for the study, i. e. how important 
a "social influence" is ethnic. background. 
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3.2.6 Discontent with Social Class 
In recent years some disagreement on the question whether social 
class or income is the more effective basis for market segmentation has arisen. 
Most likely Martineau (1958) began the controversy when he wrote: 
11 Income has always been the marketer's handiest index to 
family consumption standards. But it Is a far from accurate 
index. For instance, the bulk of the population in a metro- 
politan market today will fall in the middle-income ranges. 
This will comprise not only the traditional white collar 
workers, but the unionized craftsman and the semiskilled 
worker with their tremendous Income gains of the past 
decade. Income-wise , they maybe in the same category. 
But their buying behaviour, their tastes, their spending-saving 
aspirations can be poles apart. Social-class position and 
mobility-stability dimensions will reflect in much greater 
depth each individual's style of life. 11 
Wasson (1969) seems to agree when he wrote: 
11 Income level was undoubtedly a fairly good approximation 
of social class when the housewife neither had nor sought 
many employment opportunities outside of the home and when 
manual labour was. relative to demand, plentiful. Neither is 
the case today. Relatively large numbers of blue collar 
families in general, earn more income than substantial 
numbers of white collar families and even some professionals. 
Income reporting is never reliable, as anyone who has ever 
gathered family budget reports is aware, and its meaning 
changes in the composition of the family, and, for middle- 
class occupations with promotions. 
Slocum and Matthews (1970) stated the opposing position: 
11... it would appear social class is not the most useful market 
segmentation variable in the area of consumer credit card 
behaviour. The concept of social class as the best segment- 
ation variable, developed by Martineau and advocated by Coleman 
and others, needs to be critically reexamined in the lieght of 
these findings.... social class position does not nacc3sarily 
appear to be a more determinant of consumer behaviour than 
amount of income. 
Myers, Stanton and Haug (1971) supported Slocum and Matthews 
when they wrote: 
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a few items showed a greater relationship to 
social class than with income; but .... with a few 
exceptions, it is reasonable to conclude that social 
class is basically inferior to income as a correlate 
of buying behaviour for the consumer packaged goods 
covered in this study. 
Other researchers became involved in this question of social 
class versus income for example Curtis (1972); Matthews and Slocum (1972); 
Myers and Mount (1973); and Segal and Felson (1973), however, the disagree- 
ment has yet to be resolved. Clearly, more research must be completed 
before it can definitely be said that any one index of behaviour is more suitable 
than another in a given set of circumstances. 
3.2.6 Complexity_of Social Class Theory 
From the above discussion it is obvious that the theory concerning 
social class is vast and complcx. 
Carman (1965) expresses the complexity of the theory of social 
class as follows: 
11 there Is no intention to write an 'in depth' review of 
the literature on the theory of social class. Such a task 
would be well-nigh Impossible for it is estimated that a 
complete bibliography on the subject would contain some 
2,500 entries. 11 
Carman (1965) continues his discussion of social class and reaches 
the conclusion that 11 It is useful to group all the cDacepts into one or more of 
the following types of dimensions of social distinction: (1) power class, 
(2) status class, and (3) culture class". He defines "power cl,, lss" as the 
probability of being able to control the actions of other people,, "status class" 
as people concerned with a "prestige hierarchy", and he explains "cultural 
class" as follows: 
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11 In an open class system, such as exists in the United States, 
class mobility is possible. However, the cultural and economic 
differences which stem from the family tend to draw members 
of each stratum closer together. Similar education and occu- 
pational opportunity, and a preferred method of intraclass mate 
selection, tend to promote group distinction and cohesion. 
This group cohesiveness creates institutional differences 
between strata which, in turn, feed back and magnify the 
cultural consequences. 11 
So we have again found evidence of the interretatedness of cutture, social class 
and the family 
3.3 The FamlIv -A Decision-Making Unit -A Spending Unit 
The family as a basic consumer behaviour decision-making unit 
was , 
during the 1950-1966 period, the focus of studies by a variety of resear- 
chers such as Alderson (1957); Brown (1961); Ferber (1955); Granbols (1963); 
Jafec and Seiift (1966); Komarovsky (1958); Sharp and Mott (1956); Wolgast 
(1958); and Zober (1966). However, in spite of this earlier interest, other 
researchers. such as Frank, Massy and Wind (1972) and Robertson (1971), 
suggested that family purchase decision processes had received relatively little 
attention in marketing research. 
However, the last several years has seen an Increased activity by 
marketing researchers such as Bliss (1970); Cox (1975); Davis (1970), (1971); 
Pry and Siller (1970); Granbols (1971), (1972); Granbois and Willett (1970); 
Hempel (1972); Kelly and Egan (1969); Sheth (1971); and Woodside (1972); 
all of whom have been concerned with decision-making within consumer markets 
i. e. a spending unit. 
In addition there appears to be a continuing interest In family 
AP 
decision-making by researchers in other behavioural disciplines as. evidenced 
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by the studies of Blood (1958); Blood and Wolfe (1960); Bott (1957); Foote 
(1961); Heer (1962), (1963); Herbst (1954); Kenkel (1964); Kenk-el and 
Hoffman (1956); Lu (1952); Olson and ]Rabunsky (11.972); Safillos-Roths child 
(1969), (1970); and Turk and Bell (1972); although these studies are often 
less useful to the study of purchasing decisions because of the types of decisons 
considered. 
3.3.1 Major Approaches to the Study of Family Decision-Making 
Christopher (1973) suggests that a survey of the literature reveals 
that there are three n-ajor approaches to the study of family decision- making: 
a) The family as a psycho-social organization . 
b) The family as an economic organization 
c) The family as a problem-solving organization 
Christopher's explanations of these three major approaches are 
very briefly related below (as summarized by the researcher): 
3.3.1.1 The Family as a Psycho-Social Organization 
Because the family Is so obviously a social organization, the 
study of individuals' responses within groups can often provide illuminating 
insights into decision-making processes. 
The value of the approach that social psychologists have taken in 
family research is that it concentrates on the 'interior' of the family, rather 
than on the analysis of relationships between the family and society, as does 
the more conventional sociological approach e. g. reference group theory. 
Hess and Handel (1968) In their study of the family as a psycho- 
sociological unit identified five essential aspects of intra-familial interaction: 
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A family establishes a pattern of separatengss and 
connections within itself, I. e. the nature of relation- 
ships and individual autonomy versus joint action. 
2. A family establishes a congruence of images: the individuals 
living together in a family seek to establish relationships 
where self-image is congruent with perceived image. 
3. A family develops concerns or themes: a family theme 
is a pattern of feelings, motives, fantasies and conven- 
tionalized understandings grouped about some locus of 
concern. In the family themes are to be found concerning 
the family's implicit direction, its notion of "who are well 
and "what do we do about it". 
4. A family delineates its life-space: the family maps its 
domain of acceptable and desirable experience, its life 
space. 
5. A family develops role expectations: within the family 
its members will have given roles in specific situations. 
The concepts of group dynamics for instance, as for example 
in the work of Bonner (1956) and Festinger and Thibaut (1951) provide useful 
starting points for the understanding of inter-personal communication in small 
groups such as the family. 
'Group dynamics' major concern has been with the study of inter- 
actions within groups from a number of angles e. g. the effect of group member- 
ship on individual behaviour, the differences between individual and group 
de cis ion- making, the development of group norms and so on. 
A summary of some of the major contributions from the field of 
social psychology to our understanding of group behaviour is given below: 
1. Field Theory - developed largely by Kurt Lewin (1947) who 
suggested that individual and group action may be interpreted 
in terms of the product of the field of forces acting upon the 
individual or group i. e. the 'life-space'. 
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2. Interaction Theory -A conplex classification of interaction 
is developed into which all within-group behaviour may be 
categorized. Developed mainly by Bales (1951) and his 
associates. 
3. Systems_Theory - Various writers utilizing an input/output 
analysis orientation have applied concepts of cybernetics in 
order to understand the nature of groups. 
4. Soclometric Theories - One of the most commonly used 
approaches where the orientation is the analysis of inter- 
personal theories that bind people together as groups (networks). 
5. Psychological Theories -A concern with understanding how 
individuals receive and integrate information about the social 
world and how this affects their behaviour. 
From the standpoint of applying these concepts of group behaviour to the family 
the value is uncertain. 
Social psychology tells us about the Importance of needs of a non- 
tangible variety which may be critical in a decision-making context, for example 
the need for power, the need for affiliation; it tells us about rewards and 
sanctions in a group environment. 
3.3.1.2 The Family as an Economic Organization 
Economic man has for long proved an attractive model to those 
who wished to understand and explain the consumption activities of individuals " 
or groups. Ferber (1962) in a massive survey of the literature gave no less 
than 170 major references to work in this field. 
-60- 
Alfred Marshall (1842-1924) was the first to consider the wider 
aspects of consumption behaviour from an economic point of view, by sugges- 
ting that many of the wants of human beings are structured in relation to cultural 
and social patterns. Similarly, Veblen (1856-1927) in this theory of 'conspicuous 
consumption' argued that there were social forces which might give a truer 
explanation of demand patterns. More recent thinking on economic behaviour 
has been successively tempered by theories by Kaynes, Duesenberry, and 
Friedman and their 'absolute income' . 'relative income' and 'permanent 
income' hypothesis respectively. 
Whilst being quite different in their implications KaYnes, Duesenberry 
and rriedman all postulated a relationship between consumption and income which 
largely ignored non-economic influences on consumption behaviour. It was not 
until the work of Katona and Mueller (1955) began to gain a wider circulation 
that the behavioural approach began to be accepted. Katonals approach was 
empirical, he was concerned with buying patterns. 
Some of the recent work on 'Subjective Economics' Is worthy of 
note. Developing Katona and Mueller's concepts such writers as Cooper (1964) 
and Gabor and Granger (1966) have attempted to examine consumer response 
to prices and disbursements from a standpoint of consumer perceptions. Thus, 
price can be seen, for example, as having in some instances a positive effect 
on demand because of perceived price/quality relationships. 
Examples of the application of the concepts of 'subjective economics' 
at the household level are difficult to find. Sharp and Mott (L95G) try to relate 
who made various decisions involving financial outlay in terms solely of the 
annual income of the husband. Not surprisingly perhaps, little in the way of 
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solid conclusions emerged. Other studies by Wolgast (1958) whilst slightly 
more sophisticated suffered from the same. narrow point of view. 
Generally the economic view of decision behaviour has suffered 
from its rigid characterization of consumer actions as being solely the result 
of interaction between a state of perfect Imowledge by the consumer of his needs, 
the means of satisfying those needs and the costs and benefits of alternative 
strategies on the one hand, and on the other, an ability to allocate his limited 
resources so as to maximize some total utility function. 
The review of the literature produced little to dispel the criticisms 
often levelled at the economists' over-rigid view of consumption behaviour. 
Whilst there can be no doubt that economists are themselves generally aware 
of the shortcomings of their own models, there is little justification for viewing 
decision-making in purely economic terms. The model must somehow be 
broadened. 
3.3.1.3 The Family as a Problem-Solving Organization 
In opposition to many of the established theories of family behaviour, 
particularly those based largely on economic precepts, is the concept of the 
'problem- so lvin g consumer'. This view asserts that 'in a marketing exchange 
system, the consumer is an active participant who tries to adapt himself to a 
rapidly changing environment'. (Arndt (1969) ). 
Proble m- solving, as deffined here, is essentially a response to a 
decision situation; a response tempered by individual and/or group goats, by 
experience and learning, and available information. 
Howard and Sheth (1969) rely heavily on the concept of problem- 
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solving in their theory of buyer behaviour. They see decision-making as taking 
one of three forms: 
Extensive problem solving: here, the consumer is not necessarily 
familiar with the product concept and is unlikely to be familiar with any brand 
concepts. 
Limited problem solving: here, the consumer is familiar with 
the product concept and is unlikely to be familiar with any brand concepts. 
Routinized response behaviour: this is the situation where the 
buyer is familiar with the product and brand concepts but does not have particu- W, 
larly strong preferences for anY brand. 
This three-fold categorization is the basis for Howard and Sheth's 
examination of the Individual buyer behaviour, their model for example suggests 
that the sources and uses of information will differ according to the category 
of decision situation. Similarly, the criteria the individual uses to make 
choices will differ according to the decision category. (The researcher notes 
that this utilization of a three-fold categorization of buyer behaviour Is also a 
major feature of the Engel, Kollat, Blackwell (1973) model of consumer behaviour, 
however, they use the labels 'extended problem solving', and 'limited and habitual 
decision process behaviour'. ) 
Markin (1969) goes somewhat further and states: "consumer 
behaviour can be viewed as the consumers' rational efforts towards problem- 
solving" - in othor words consumer behaviour is problem solving. 
Although the above is but a brief summarization of Christopher's 
discussions the researcher agrees with the conclusion reached by Christopher 
that the most appropriate viewpoint for the study of the family as a decision- 
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making/spcnding unit is to view the family as a problem-solving organization. 
However, it is still possible to utilize the "social" precepts'of the economic 
and/or socio/psychological theories in order to gain a clearer viewpoint of the 
complex workings of the decision process of the family as a spending unit. 
As noted by Walters (1974) the family is firstly a social group and as such, 
clearly a social influencer of consumer behaviour. 
3.3.2 Classification of Findings on Decision-Making 
In order to complete the discussion of the existing views on 
family decision-making, it is appropriate to look at the research results. 
We will utilize Sheth's (1974) categorization in order to aid us in this task. 
Sheth (1974) observed that : 
"Research findings on family decision making exist by the 
hundred in disciplines such as sociology and social psychology. 
I have attempted to summarize most of the findings in the 
terms of the following categories: 
1. Types of Family Decision 
2. Process of Family Decision Making 
3. Determinants of Family Decision Maldng. 
3.3.2.1 Types of Family Decisions 
This type of research deals with the distinction between consumption 
and buying decisions. It is noted that one family member, particularly the wife, 
may be the buyer, but that the products and services may be consumed by either 
all the members or only some of the members. Examples of researchers who 
are so categorized are Alderson '(1957); Converse and Crawford (1950); Coulson 
(1966); Ferber (1954); Foote (1961); Fry (1967); Gilbert (1957); Herbst (1954); 
Hill (1958); Howard and Sheth (1969); Morgan'(1961); Nicosia (1966); Shaffer 
(1963); and Wells (1966). 
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Consumption is generally classified as: (1) consumption by 
individual members themselves , (2) consumption by the whole family jointly, 
or (3) consumption by the household unit i. e. consumption by only a portion 
of the family. 
3.3.2.2 Process of Family Decision-Makin 
This type of research relating to the process of decision-maldng 
is divided into three segments. The first segment is concerned with the role 
structure In decision-making among family members (and is of considerable 
importance to this study as is noted below). The most consistent finding by 
researchers such as Blood and Wolfe (1960); Burchinal and Bauder (1965); 
Ferreira and Winter (1965); Hill (1954); Kenkel (L961); KomarovsIV (1946); 
Lu (1952); Parsons and Bales (1955) and Stodtbeck (1954), is that the husband 
plays the instrumental (idea man) role while the wife plays the expressive 
(emotional) role in family decision-making. This specialization, brought about 
by differential decision making roles among family members, is considered to 
be significant in minimizing conflicts. (It is interesting to note that a recent 
study by Arndt and Crane (1974) does not support these traditional roles and 
may indicate the possibility of the breakdown of these traditional roles. ) 
The second segment involves the pattern of interaction and the 
exchange of information among family members. ]Researchers whose work is 
so categorized are Alderson (1957); Berry and Pollay (1965); Bott (1957); 
Brown, G. H. (1961); Converse and Crawford (1950); Coulson (196G); Foote 
(1961); Fry (1967); Gilbert (1957); Gisler (1948); Glock and Nicosia (1964); 
Granbols (1964); Herbst (1952); Hill (1958); Kenkel (1961); Morgan (1961); 
-65- 
Murphy (1900); Nicosia (1966); Olsen (1956-57); Pollay (1968); Sharp and 
Mott (195G); Stodtbeck (1954); Wells (1966); Wilkening (1958); and Wolgast 
(1958). Carter (1954) suggested that three patterns called "individual pre- 
dominance", "group goal facilitation" and "sociability" are manifested by 
small groups, including the family. 
The third segment is centred on the individual differences among 
family members in motives, preferences and values and their effects on the 
process of family decision-making. Researchers in this category are Bott 
(1957); Clawson (1961); Coulson (1966); Fry (1967); Gilbert (1957);, and 
Morgan (1961). 
3.3.2.3 Determinants of Family Decision-Makin 
This classification of determinants of family decision-making 
represents the bulk of research in the field. Researchers such as Alexander 
(1947); Bell (1958); Bott (1957); Foote and Cottrell (1955); 11cer (1958), (1963); 
Ingersoll (1948); Komarovsky (1946), (1961); Lu (1952); Oeser and Emery 
(1954); Parsons and Bales (1953); and Zimmerman (1947) have covered a wide 
spectrum, ranging from basic personality traits of the spouses to specific life 
styles of the members. 
Kenkel (1957) examined the effects of dominance, persistence and 
self-confidence. Howard (1974) examined the latter characteris tics in terms 
of specific self-confidence and general self-confidence. A scale on which a 
spouse can be rated dominant, e'qualitarlan, or submissive vis-a-vis the other 
spouse, was constructed by Lu (1952) and as many as eleven (11) background 
factors , such as attachment or conflict with parents and home involvement prior 
to marriage, were investigated. 
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Several studies have examined the status of the wife in the family. 
Greater autonomy of the wife among the upper and lower social classes, and 
less in the middle class was found in studies by Converse and Crawford (1950), 
I<omorovslr. y (1961), and Zober (19G4). 
The family's life style as a determinant has received a significant 
amount of attention. Bell (1958) presents a typology of families based on 
whether familism, career or consumership are the dominant themes. White 
(1966) utilizes five (5) types of family values: flexible versus rigid; none- 
valuative versus evaluative; objective versus family role; emancipated versus 
limited; and appreciated versus unappreciated. Wilkening (1956), (1964) 
investigated familism, Integration, and father-centered orientations. 
In addition, other studies have examined the following specific 
factors as determinants in family decision-mak-ing: sex by Alexander (1947) 
and Komorovsk-y (1946); social class by Bell (1958), Bartel and Gross (1954), 
Glock and Nicosia (1964), IComorovslq (1961), Motz (1950), Oeser and Emery 
(1954), Olsen (1956), (1957), and Zimmerman (1947); peer group influences by 
Neiman (1954); negro versus white background by King (1967); and prior family 
orientations by Lu (1952) and Wil. kening (1958). 
In order to finalize this portion of our discussion of the family 
as a decision unit/spending unit we refer to Block and Roering's (1976) obser- 
vation that "In studying the family .... two perspectives may be used. First, 
the family maybe viewed as an agent that influences the-behaviour of its members 
The second focuses on the family as a unique entity .. -. that has specific charac 
teristics and an existence beyond a simple summation of the behaviour or outlook 
of its individual members. 11 
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It is these two perspectives - the family as an influencing agent 
and the family as a unique consuming unit - which are of importance to this 
study, and are discussed in the next section of the Chapter 
3.3.3 Family Role Structures 
Within each family or spending unit certain roles are played by 
each member of the family. Engel, Kollat and Blackwell (1968) defined family 
role structure to mean "the behaviour of nuclear family members at each stage 
in the decision making process. 11 In other words each member of a spending 
unit can Influence the decision process and Engel, Kollat and Blackwell note 
that "the Influence of family members varies widely from product to product. 11 
It is not the purpose of this study to discuss family role structure 
in-depth or how it may vary with each decision, but only to highlight the existence 
of these roles as noted by others because role specialization can affect both the 
decision making process and the decision made. Although role specialization 
may take a number of forms, two, "role dominance" and "gatekeepers concept" 
will be briefly discussed in order to Illustrate the importance of role structure. 
]Role dominance is the extent to which one family member has 
greater influence in the decision-making process than do other members. 
A number of studies, by researchers such as Ardnt and Crane 
(1974); Blood and Wolfe (1960); Burchinal and Bauder (1965); Churchill and 
Hansen (1974); Converse and Crawford (1949); Cox (1975); Davis (1970), (1971); 
Davis and Rigaux (1974); Ferriera and Winter (1965); Gisler (1948); Green 
and Cunningham (1975); Hull (1954); Ingersoll 0948); Kelly and E, -, an (1969); 
Kenkel (1961); Komarovsky (1946); Lu (1952); Munsinger, Weber and Hansen 
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(1975); Ostlund (1973); Parsons and Bales (1955); Sharp and Mott (1956); 
Stodtbeck (1954) and Wolgast (1958), have been conducted to identify patterns 
of dominance and the circumstances of such dominance. 
On the basis of the above noted studies we can observe that a 
person's background, i. e. life time experiences to date, can contribute to 
role dominancc; that the degree of dominance by one member can vary among 
groups; that husband dominance appears to be more likely when the husband 
is successful in his occupation, and that the wife's influence increases with 
age and is generally greater if she is employed. 
It is important to note that dominance by one family member 
depends on Viie particular type of decision being made, thus, a family cannot 
ordinarily be classified as being husband dominant or wife dominant., because 
given certain situations the wife may have greatest influence, while in other 
situations, the husband will be dominant. When most family decisions of a 
particular type are made by both husband and wife exerting equal influence, 
these have been called I'syncratic". 
Davis and ]Rigaux (1974), utilizing a sample of 73 Belgian house- 
holds, studied the average relative influence of husbands and wives, the extent 
of role specialization for each decision, and the similarity among decisions in 
terms of marital roles. The figure reproduced on the next page positions 2§ 
decisions in terms of two axis. The first is the scale of relative influence 
between husband and wife. The, second is a scale of the extent of role special- 
ization. This type of analysis has obvious practical implications for marketers. 
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Figure 3.3.3 
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The Otekeeper concept refers to an individual who acts as a valve 
and filter affecting the flow of information coming into the family. In a number 
of families the wife, because of the fact that she is at home more than other 
members, as well as her concern for the general well-being of the family, 
receives, screens and sorts incoming messages. For exar: ple, she sorts out 
and discards "junk mail" addressed to the "occupant". Such role specialis- 
ation must be identified and understood because it may have a substantial 
impact on family decision making. 
3.3.4 Ethnic Background and Family Roles 
]Roles are important to this thesis because the actual role 
assumed by an individual member of a family may be influenced by etluiic 
background. Engel, Kollat and Blackwell (1968) depict the relation between 
family role structures and the decision processes as reproduced below: 
Figure 3.3.4 
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Although the terms used are culturall, sub-cultural, reference 
group and characteristics of the nuclear family, the writer has Previously 
discussed the validity of utilizing ethnic background in parallel with these 
social influences for the purposes of this study. 
Douglas (1976) in a study of working and non-working wives in 
the U. S. and France concluded the following: 
"(1) Differences between the two countries over- 
whelmingly dominate differences between 
working and non-working wives. 
(2) ... the relative importance of national and 
sub-group differences is likely to vary from 
one product group to another. 
(3) Behaviour patterns appear to differ more in 
the two countries than attitudes. 
(4) Retail environmental factors seem to play a 
key role in shaping and conditioning behaviour 
patterns. 11 
Further validity to the view that ethnic background influences 
family roles in the Canadian situation Is provided by Elkin (1973) who notes 
as follows: 
11 The family unit remained strong (in French Canada)5 
with the men maintaining the official authority and with 
women bearing families andupholding kinship contacts 
and moral values. 11 
Elkin makes this point in the process of discussing reasons why 
the French-Canadian family exhibits a somewhat different purchasing pattern 
than do other Canadian familics. 
Tamilla (1972) also verifies the existence of ethnically based 
family role structures in Canada when he observed: 
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11 It would seem then that French-Canadian homes are 
father dominated, thus restricting the development of 
achievement motivation, a conclusion in agreement with 
McClelland (1964). 11 
Tamilla partially formed his views on the basis of a study by 
Lambert, Yackley and Hein (1970) who stated: 
11 English Canadian mothers were found to play the 
more dominant socialization role in the Engl ish- Canadian 
family while French-Canadian fathers take on the 
comparable role in the French-Canadian family. 11 
From the above discussion It seems appropriate that for the 
purposes of this study, it Is possible to state that, in Canada, ethnic back- 
ground may affect the role structure of the family and by so doing also affects 
purchase decisions or consumer behaviour. In addition ethnic background by 
affecting the family may also affect the role the family plays in the Inter- 
generational transfusion of culture. 
3.3.5 Ethnic Background Established 
The above in-depth discussion has clearly established that recogý 
nized scholars are of the opinion that the three elements of the "social Influence" 
dimension of consumer behaviour - culture. social class , and family are inter- 
related. 
Previous discussion (Chapter 2) established that the exact number 
of elements which combine to create the social Influence dimension cannot, at 
this time and without continued research, be stated definitively. Therefore, 
for the purposes of this study it is appropriate to establish ethnic background 
as a possible element of the social influence dimension. 
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Further as was noted in the above discussions, if it can be 
established as a result of this study that ethnic background has a major effect 
on any of the three elements - culture, social class, or family - it could 
equally be assumed that ethnic background affects all three elements because 
of their interrelatedness, and thus ethnic background would be established 
as an additional element of the social influence dimension of consumer 
behaviour. 
In the researcher's opinion, the discussion to this point has noted 
sufficient grounds to be reasonably certain that if empirical evidence can be 
isolated by the study which would evidence any major relationship between 
ethnic background and any of the three elements culture, social class or family 
than the general hypothesis would be plausible and worthy of testing. 
3.3. G Time Factor of Ethnic Background 
If we assume that the general hypothesis will be proven as a result 
of this study, then a secondary aspect of the influence of ethnic background 
becomes apparent - that is, the long term time factor of this influence. The 
previous discussions noted the acculturation-enculturation. phenomenon and it 
is well established that over time immigrants or their offspring do become 
assimilated into their new society. 
We therefore must wonder about the aspects and dimensions of 
this time factor and question its relationship to this study. 
3.3. G. 1 Secondary Ilypothes is 
This questioning of the long term time factor of the effects of 
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ethnic background on consumer behaviour (assuming it can be proven) lead us 
to the following secondary hypothesis: 
As time passes the effects of ethnic background on a 
consumption unit's purchasing behaviour will decrease 
and eventually cease to effect the unit's behaviour. 
Thus, as the length of time since immigration increases 
and as new generations are born, socialized and mature 
to form new consumption units and procreate additional 
generations, the effect of ethnic background will decrease 
and eventually disappear. 
This long term time factor must therefore be examined from 
the viewpoint of the socialization process and the in ter- generational trans- 
mission of cultural values. 
3.3.6.2 Cultural Transfusive Triad - Revisited 
From our previous discussions of intergenerational transmission 
of cultural values we noted the existence of a cultural transfusive triad - family, 
church and school. These three social units were noted as being the main 
elements of influence on the cultural values absorbed throughout life. However, 
In the early years of the typical individual, the influence of all other social 
units Is "filtered" by members of the family. Thus, we can state that during 
childhood the family is the key social unit for cultural transfusion. 
I 
This concern for the transmission of cultuyal values from one 
generation to another leads us directly into a concern for the "consumer 
socialization" of young people. Ward (1974) who defined "consumer social- 
ization" as the processes by which young people acquire the skills, knowledge 
and attitudes relevant to their functioning as con3amers in the marketplacc, 
In a keynote article on consuMer socialization wherein he expressed the growing 
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interest among researchers in upderstanding the development of patterns of 
thinking and behaving which comprise ýt young person's consumer behaviour 
noted as follows: 
11 It is a widely held belief in behavioural science that 
childhood experiences are of paramount importance in 
shaping patterns of cognition and behaviour in later life, 
and this belief is supported by much research in clinical 
psychiatry, child development, criminology, and political 
socialization. Whether or not childhood experiences 
somehow influence later patterns of consumer behaviour 
is an important hypothesis, for two reasons. First, we 
may be able to predict some aspects of adult behaviour by 
knowing something about childhood experiences. Second, 
understanding processes by which children acquire con- 
sumption -related skills, knowledge and attitudes is 
important to public policy formulation, and the development 
of consumer education programs. 11 
Thus our concern is that children undergoing the socialization 
process who are influenced by the existence of an ethnic background factor 
may develo]2 patterns of thinking and behaving which affect their consumer 
behaviour throughout life and which are different because of the ethnic back- 
ground factor. As noted by Ward (1974) "Important reasons for studying 
consumer socialization stem from the need to understand family consumer 
behaviour, in ter- generational consistency and change and the impact of social 
trends on buying patterns it. 
Ward (1974) reviews the studies of a variety of researchers such 
as James (1971), Teter (1966), Kanter (1970), Ward and Wackman (1971), 4972), 
Stephens and Moore (1974), Moore and Stephens (1974), Fauman (1966), Cateora 
(1963) and Arndt (1971) which attempted to assess the relative influences of 
family, peers and mass media on various aspects of consumer socialization 
and reaches the following viewpoint: 
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11 To summarize these studies of relative Influence 
of socialization influences, it appears that the aspects 
of consumer socialization examined here reflect the 
conventional wisdom that parents become less impor- 
tant as children enter adolescence and peers become 
more important. 11 
This recognition of parental influence albeit diminishing as the 
child ages, is sufficient justification for the researcher to be concerned with 
the possible effect of the ethnic background of parents on the consumer social- 
Ization of their offspring. 
3.3.6.3 Family - The Key 
The prior discussion of "family" has clearly established Its Impor- 
tance to consumer behaviour as one of the social influences. Also since family 
Is Interrelated with culture and social class and since for the purposes of this 
study we are including ethnic background as a possible social influence which 
may also be interrelated to the other social influences, family is again of 
importance. The additional importance of the family as the "key" social unit 
for transfusing cultural values during childhood clearly indicates that the_family 
Is of central Importance to this study and will be the central unit of the research 
methodology as discussed later. Therefore, we must realize that the family is 
not only of central Importance to the general hypothesis I. e. ethnic background 
does affect a consumption unit's purchasing behaviour, but is also central to 
the secondary hypothesis i. e. as time passes the effects of ethnic background 
on a consumption unit's purchasing behaviour will decrease and eventually cease 
to affect the unit's behaviour. 
Davis (1976) in a recent article which 11... attempts to review and 
cva Juate this (the family) growing area of research interest", concludes his 
study with the following statement: 
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"The study of household decision and consumption behaviour is 
not simply another 'fashionable' topic for consumer researchers. Rather, 
the focus on consumers as a group acting collectively suggests a reorientation 
of many existing theories and methodologies. 11 
3.3.6.4 Church and School 
The remaining two social units of the cultural transfusive triad - 0 
the church and school - will be discussed jointly because in the early periods 
of Canada's history the church was also the only school. In fact to this day, 
the Roman Catholic Church in Canada is still heavily involved in education 
especially in the French Canadian milieu. 
Like the United States, Canada has two predominant religious 
demoninations - ]Roman Catholic and Protestant. Most French Canadians are 
Roman Catholic as are many other Canadians, especially immigrants from 
countries where the ]Roman Catholic Church was the dominant religious force. 
Thus, there is a very strong, well-entrenched, well financed Roman Catholic 
Church in Canada, to a much greater degree than is In evidence in the United 
States. 
Lowry and Rankin (1969) make-reference to a graphic present- 
ation of the church in the Class System of modern U. S. society which is repro- 
duced as Figure 3.3.6.4 on the following page. 
It Is evident that in the U. S. the Roman Catholic Church is primar- 
ily identified with the Lower-Lower Class and the Upper-Lower Clacs which Is 
not the case in the modern Canadian society. 
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Figure 3.3.6.4 
"lass ýystejn SPECIAL NOTE: The Position of the Church in tile 
of Yankee City 
In modern society, churches have become important osso6otions in com- 
munily life. Their uniciuc character emerges fieqvor., ly ! ýecavsa mernber- 
shipi5 drawn from a poiticular leycl of the stctus sys%: -n. This isc, nal-proximation 
of hovi 1he claurchos of Yankca City reflect sociol c! ass thorocteristics. Non- 
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having a liiqýer status thon the Caribou Club. Ihe chart doc- P-ý- represent an 
exact ocroun', of mirnher-1; ip but only sugges's a preponclu, once of me! mbers 
in eod% case. There ore lowc-middle class pcýople in St. Poul's, but it is still 
largely an uppur-class church. In addition, mony of Yankee Cify's religious 
groupings are not included here: Jewish, Grevk Oiihodox, the secls, etc. See W. 
Lloyd Wornor, op. cit. 
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Because of the strength of the ]Roman Catholic Church in Canada, 
the schools which were established when Vie various parts of Canada were first 
settled developed with a religious affiliation. That is to say, a "separate" 
school, separate from the standpoint of being identified with a religious denom- 
ination. This separate school system was more prevalent in Canada than in 
the U. S. and in fact still survives In the Canadian scene. Separate schools 
are now generally restricted to Catholic affiliated schools. The other denom- 
Inations generally will support the public school system. 
Elkin (1973) in his book describing "Advertising and Social Change 
in French Canada" makes the following comment: 
if.... the church remained a dominant institution with an 
important role in education, social welfare, politics and 
economic structure... The educational system permitted a 
small portion of the population to receive an elite education 
but the mass of people learned little beyond the basic elemen- 
tary subjects and religion. Nationalism with an emphasis on 
past traditions and loyalties was picked up in the schools 
and In the lore and occasionally was expressed overtly in 
anti-English political movements. Material progress, 
achievement and competitive success were not primary 
values. 11 
If this statement Is taken to be indicative of the actual facts of 
the situation then it Is evident that in Canada the family, church and school, 
the cultural transfuSive triad, was and is different for at least one ethnic 
group i. e. the French Canadian, than for other ethnic groups in place In the 
environment and for the general populus. Therefore, it is possible to state 
that as long as ethnic background remains strong and Is exemplified by a 
separate cultural identity then it appears that the cultural transfusive triad 
may be able to transmit the effects of ethnic background on purchasing declsons 
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from one generation to the next. This statement is central to the time factor 
aspects of the secondary hypothesis, thus the study should be concerned with 
both the church and school, as well as the family. 
3.3.6.5 ReltEýon Omitted 
In spite of the above-noted importancq of the church to this study, 
the practical aspects of Canadian reality required the decision to omit religion 
from the study. 
This decision was made not only on the basis that the Canadian 
family when responding to questionnaires is reluctant to identify their relig- 
ious affiliation, but also because there is legislation in Canada which is restric- 
tive In nature concerning the asking of individuals about their religious beliefs 
or affillations. This legislation is an attempt to ensure that persons are not 
prejudicially treated because of their religion. For example, employers are 
no longer allowed to question job applicants about their religion. A further 
r factor Is the decision concerned the macro data (Which will be discussed in 
detail later). The macro data collected by Statistics Canada did not Include 
any information on religion. 
For these reasons It was necessary for religion to be omitted 
i 
from the study. 
Chapter 4 
Research Methodology 
The Over-All Perspective 
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Now that we have established the objectivesfor the study; the 
hypothesis to be examined; the prevailing thought on the 'social influences' 
dimension of consumer behaviour, as detailed in the literature; and the 
relevant aspects of the Canadian milieu; we now move our discussion to the 
over-all perspective of the research methodology for the study. 
The purposes of this Chapter are to discuss the research view- 
point, which is the household, some of the background of household research, 
the type of data needed to examine the general hypothesis, how the data will 
be analyzed and the general availability of data particularly from large sized 
national samples analyzed. In addition there will be limited discussion of the 
secondary hypothesis in relation to the need to await the results of the initial 
stages of analysis. 
4.1 Family - The Central Element 
As noted previously in our discussion the family, for various 
reasons, is a key element in relation to the hypotheses of the study. For this 
primary reason, It was decided that the family as a decision- makin g/consuming/ 
spending unit would be the central element in the research methodology. A 
secondary reason for this choice was related to the availability of access to 
macro data on family expenditures which existed and will be elaborated later. 
4.2 Background of Family Research 
Previous research on family behaviour has covered a whole spec- 
trum of possible groupings and relationships within the family. For example 
the husband-wife, or parent-child, or hous eho Id- extended family have been the 
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subject of various research projects. In addition, the approaches utilized 
have been varied, from cross-sectional to longitudinal, from mass surveys 
to in-depth observations, and from highly quantitative to the purely qualitative. 
It Is this great variety and variation in the research which undoubtedly leads 
Christopher (1973) to observe: 
11 So many different approaches have been utilized In fact 
that comparative appraisal is difficult. 11 
However in spite of the inherent difficulties there are certain 
implications from the previous research which concern this study and therefore 
should be noted, in order to proceed with a discussion of two major problem 
areas of family research. 
Parsons and Bales (1955) were one of the earliest to utilize a 
quantitative analytical approach to research group dynamics. Although the 
previous discussion of the social psychology of groups need not be repeated, 
we should note that Parsons and Bales provided the technology for the quan- 
titative assessment of group interactions and demonstrated the applicability 
to the family, of small group theory. They utilized various precepts from 
psychology, sociology and other behavioural sciences to propose theories of 
family relationships. 
Blood and Wolfe (1960) utilized a similar approach to explore 
how the American family's behaviour was influenced by its "psychological" 
environment. In addition a number of other studies have been carried out to 
examine various of the elements In the total decision process. Morgan (1961) 
summarized the major areas of these studies as follows: 
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Direct questions as to how conflicts are resolved in 
the family i. e. who gives in? 
2. Questions as to who usually decides purchase decisions, 
for each of a selected list of decisions. 
3. Questions as to what has been purchased, to see who 
remembers what thing's and forgets what things. 
4. Questions about purchase plans to see who plans what 
type of purchases or ascribes such plans to spouses. 
5. Attitudes about family roles. 
6. Analyses from re-Interviews as to whose plans or 
reports predict best what the family actually does. 
7. Questions on who decides and. also on who carries out 
the action, power being measured by deciding on things that 
someone else in the family does. 
8. Observation and quantification of the discussion process 
in making family decisions on Imaginary problems posed 
by the experimenter, measuring the types of contributions 
to the discussion. 
9. Similar observation of -family 
decision processes, 
measuring influence or power by the proportions of 
purchases suggested by an Individual which is finally 
agreed upon, and the amounts of money the family 
agrees to spend on them. 11 
The need for researchers to quantify the various aspects of 
family decision processes has resulted In the development of various measure- 
ment techniques. Bales (1951) developed an "Interaction Process Analysislý 
which enabled him to draw meaningful conclusions from observations of family 
interactions. Other sociometric means of interpreting group relationships 
were developed by Kephart (1950) and Bossard (1945) utilizing a measurement 
of actual versus potential relationships. (A thorough discussion of 11ýoclometric 
Measurement" in small group interactions is available by Lindzey and Borgatta, 
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(1954). This previous research methodology, although n9t directly applicable 
and/or used in this study, has demonstrated that two major problem areas 
exist; the problem of single-source data and the problem of field versus 
laboratory. 
4.2.1 Problem of Single Source Data 
Various researchers have noted problems associated with data 
generated from interviewing only one member of a family. For example 
Davis (1971) reported that the largest discr! ýpancles between husbands and 
wives appear to occur in their responses about decision-making. In fact Davis 
states that "percentage of agreement for any given decision rarely exceeds 
50%11. 
Ferber (1955) also found in a study of the relative influence on 
decisions concerning several classes of product, that the ratings of influence 
provided by one member of the family about himself and others, differed widely 
from the ratings provided by those others. 
Haberman and Elinson (1967), in a study designed to examine 
agreement between spouses on reporting family income, stated that 40% of 
the 645 couples interviewed reported different incomes , 20% by a considerable 
margin. 
In view of these reported discrepancies, It seems prudent to 
agree with Christopher (1973) who observed: 11 The conclusion that mm t be 
drawn therefore is that any empirical study of the husband-wife decision- making- 
process must.... involve both partners rather than one it 
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4.2.2 Problem of Field Versus Laboratory 
Researchers are generally aware of the problems of artificiality 
that occur when attempting to study the interactions of two or more persons. 
Bales (1955) and others who performed the majority of the early research on 
Interaction used a laboratory approach. That is, the group was taken from its 
natural surroundings and placed in an artificial environment and asked to simulate 
their activities. However, in spite of the obvious drawbacks to this approach, 
a large number of sociological, psychological and marketing research studies 
have been carried out in laboratory settings. 
Another research method which has been utilized in an attempt to 
circumvent some of the above noted problems of a laboratory setting, is obser- 
vation directly in the groups' natural environment i. e. the home. However 
because of the relative impossibility of truly unobtrusive observation the same 
types of criticisms are possible in that the group may again act unnaturally when 
asked to perform specific tasks. 
A study designed specifically to isolate differences in family inter- 
action when the same tasks were performed In the home and in a laboratory was 
J* 
undertaken by 'Mourke (1963). Ile reported that both the quality and the quantity 
of the three-person family groups interactive behaviour changed as they moved 
from the home to the laboratory. 
Even if the questioning/observing by the researcher takes place in 
the home an unnaturalness or disruption of the "normal" environment occurs. 
4 10 
Vidich (1956) noted that the researcher in the Ilhome "'setting has a "tendency 
to retain the laboratory emphasis". Vidich's study of the interaction of a 
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husband-wife at home revealed that their interaction process is extremely 
complex with "dependence on the artifices of the. situation and the complexities 
and subteleties of social relationships. 11 He goes on to observe that even 
"where great pains were taken to ensure that the husband and wife interacted 
without regard to the observer and tape recorder, there were noticeable 
artificialities in the responses". 
The implications of the above noted aspects of these research 
problems are obvious. Where possible data generated from interviewin 
only one member of the family should be avoided. Inasmuch as husband-wife 
interaction cannot meaningfully be simulated, except in a clinical manner, 
the in-home setting for research is preferable. In addition some of the pro- 
viously discussed techniques are unsuited for the in-home location unless 
greatly modified. 
4.3 Data Needs - General Hypothesis 
We are now in a position to consider what our data needs are In 
relation to the general hypothesis. In Chapter 2 the discussion clearly indicated 
that the concerns of this study, in relation to the existing/recognized models of 
consumer behaviour, centered on only two aspects of the models - the social 
influences dimension and the actual purchase. Therefore the data needs can be 
stated quite simply. Firstly, concerning actual purchases we need to obtain 
data concerning the purchasing patterns of families, some of whom are native 
born Canadian and some of which qualify as having an ethnic background. Secondly a 
concerning the social influence dimension we must be able to ascertain other 
aspects of the family's 'background" for example income, education, age of 
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members , number of members, date since immigration and so on, as well 
as ethnic background in order that we may be able to ascertain the relative 
importance of ethnic background in relation to other 'background" elements. 
(A complete and detailed discussion of the data will occur where appropriate 
in the following Chapters. ) 
4.4 Data Analysis - General Hypothesis 
Once the data concerning the purchasing patterns and 'background" 
elements of families are available the analysis, in generalized terms, will 4. 
consist of ascertaining if the purchasing patterns of native born Canadian 
families differs significantly from families with an ethnic background. Not 
only will we be concerned with a significant difference in purchasing behaviour 
but also our concern Is with the relative causation of this difference. Stated 
another way the study will utilize the statistical analytical techniques 
appropriate to the type of data in order to establish a relative ordering of influ- 
ence of the various 'background" elements on purchasing patterns i. e. does 
ethnic background exhibit a relatively greater influence than income or occupa- 
tion , or education, or year of arrival, or age, or mother tongue on purchasing 
patterns. (As noted previously, detailed in-depth discussion of the analytical 
techniques to be utilized will occur where appropriate in the following Chapters). 
4.5 Data Availability -Macro Viewpoint 
As noted in the above discussion the gathering of data on family 
behaviour has inherent difficulties for the researcher and although a variety of 
approaches and methodologies have been utilized in the past, these difficulties 
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persist. A practical result of these difficulties is that researchers who over- 
come the problems of single source data, the problems of artificialities in 
response, and other methodological issues generally, are unable for practical 
reasons to gather data from a large size sample i. e. few studies utilize sample 
sizes in excess of 500 and very few exceed 1000. This study (being a doctoral 
thesis) is faced with these same difficulties plus the constraints of limited time 
and monetary resources. Thus the above noted practical constraints would 
necessitate a relatively small sample size if only original data were to be util- 
ized. Instead the decision was made to use existing data which is available for 
a macro viewpoint i. e. a large sized national sample of this data, and analysis 
In relation to the general hypothesis. 
4.6 Secondary Hypothesis - Micro Data Needs 
By utilizing existing data in relation to the general hypothesis 
It allows the study to utilize a micro data viewpoint in relation to the secondary 
hypothesis. 
Inasmuch as the secondary hypothesis is dependent upon the estab- 
lishment of the general hypothesis i. e. ethnic background does have a major 
effecton consumer behaviour. The researcher at this point in the study was 
of the opinion that it would be unwise to attempt to establish the exact nature 
of the micro data needs and instead to await the results from the macro data 
analysis. 
Chapter 5 
Existing Macro Data 
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5.0 Existing Macro Data 
The purpose of this chapter is to examine the existing macro 
data which is available to the writer from public sources. This examination 
of the existing macro data - which is based on a large sized national sample - 
is undertaken in order to ascertain the appropriateness of the data's current 
usage i. e. by public agencies as it relates to this study. This examination 
of current usage Is preliminary to and required prior to a re-analYsis of the 
macro data in order to test the general hypothesis and objectives of the study. 
'Ihe chapter consists of two sections. The first section discusses the published 
macro data based on a Statistics Canada 1969 Survey of Family Expenditure in 
Canada. The second section discusses an unpublished study commissioned by 
the Department of Manpower and Immigration and which is based on the 1969 
Survey of Family Expenditures. 
Because of the "Quiet ]Revolution" which has occurred in Quebec 
i. e. the resurgence of French Canadian nationalism and therefore identity, a 
number of large businesses, and to a lesser extent some research firms, have 
been concerned with the purchasing patterns exhibited by the French Canadian 
consumer. These data which have been collected for business purposes are not 
only unavailable for general use but also are useful only if one is concerned with 
the specific behaviour patterns of the French Canadiat)s in relation to all other 
Canadians. That is to say all other Canadians, regardless of recency of immig- 
ration, national origin, mother tongue, etc. are classified as English Canadian. 
In the author's opinion this is inappropriate because of the "Canadian Ethno- 
cultural Environment", discussed previously and potentially misleading when 
t 
Interpreting the results of such surveys. 
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6 5.1 Statistics Canada 1969 Survey of Family Expendittifes 
The only existing data which is publicly accessible and which 
identifies various categories of ethnic background of the responding families, 
rather than just the dichotomous English-French Canadian, and is of use to 
this study is data collected by Statistics Canada. In particular this study will 
- examine the "Survey of Family Expenditures" which is undertaken by Statistics 
Canada on a periodic basis. The survey relating to 1969 expenditures was 
carried out during February and March of 1970, and published in 1973. It 
was chosen not only bccause it was current but primarily because It was the 
first . "Survey of Family Expenditures" of national scope since 1948 and was 
designed to provide information for families and unattached individuals living 
in private households in all areas of Canada, both urban and rural, except the 
Yukon and Northwest Territories. The surveys conducted between 1948 and 
1969 by Statistics Canada varied in coverage from middle-income fami 
- 
lies in 
a few major cities, to all families and Individuals in urban centres of 15,000 
and over. However the 1969 survey was the first since 1948 to cover all sectors 
of Canada including the small urban and rural population - thus being national 
in scope and therefore most appropriate for this study. 
5.1.1 ]Rationale for Examining Data 
The data collected by Statistics Qnada In the 1969 Survey of Family 
Expenditures is not at present specifically utilized to highlight any differences 
6 "Statistics Canada 11 is the official Canadian Government agency equivalent to 
the "Office of Population Censuses and Surveys". 
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in consumer purchase behaviour which might be influenced by ethnic background. 
Also because the sample size of almost 15,000 is much larger and more nationally 
representative than would be possible for any individual researcher to collect, 
also because of the thoroughness and adequacy of the methodology employed by 
Statistics Canada (and discussed below), and also because the data collected is 
available on magnetic tape files which can be utilized for reprogramming and 
re-analysis as desired by this study. The writer believed it to be appropriate 
that this data be examined to ascertain its meaningfulness to the hypotheses 
and objectives of this study. 
5.1.2 Methodology Utilized for the Survey 
Although the attached Appendix A contains a thorough explanation 
of the survey methods used by Statistics Canada, a few of the more important 
aspects of that methodology will be discussed below. 
Because Statistics Canada is a publicly funded, official government 
agency the methods they utilize are far more thorough, detailed, time consuming 
and costly than methods which an academic researcher would or could utilize. 
Of equal importance is the fact that a Federal statute exists which makes it 
Illegal for any person (or in this instance family) to withhold their cooperation 
or any information requested by Statistics Canada personnel, or to provide 
false or misleading information. Therefore although responding families have 
not volunteered their cooperation, there is a form of coercive motivation which 
is available to the interviewer if required. 
5.1.2.1 Sample 
The sample of households to be surveyed was chosen by systematAc 
-92- 
random sampling from a list of households which had not previously been in 
a recent Statistics Canada survey. Of the 24,606 sample households (dwellings) 
only 21,987 were occupied and these contained 22,358 eligible spending units 
(families). The allocation (geographically) of the sample represented a com- 
promise between samples proportioned to population and equal samples. 
Montreal and Toronto were assigned samples larger than other cities because 
of their importance to the Canadian average. Smaller cities were given larger 
samples than their importance in the Canadian average warranted In order to 
meet the need for reliable city estimates. In the same way, samples for small 
urban, rural non-farm and farm were drawn to provide reliable provincial, or 
at least regional estimates. 
5.1.2.2 Enumeration 
The enumerator was required by Statistics Canada to firstly list 
all the members of a household in order to determine the appropriate number 
of spending units (families) living within a given residence. Then an expenditure 
schedule (questionnaire) was completed for each spending unit. The details of 
the expenditure schedule are discussed later. 
The expenditure data was collected by the enumerator posing a 
series of questions from the questionnaire to the responding spending unit's 
representative. Thus the data was collected by recall, although reference to 
any records kept by the responding spending unit was possible if requested by 
the respondent. This procedure necessitated lengthy interviews and frequently 
more than one visit was required in order for the enumerator to obtain complete 
information. 
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There was no apparent concern by Statistics Canada for single- 
source response nor any controls, or concern for, the number of husband only 
versus wife only responses. Thus although the discussion in Chapter 4 indica- 
ted that information gathered from a single source i. e. only the wife or husband 
was problematic and although the observation was made that "where possible 
data generated from Interviewing only one member of the family should be 
avoided", we are unable to avoid the single source situation if the data collected 
by Statistics Canada is to be utilized. The researcher's opinion was that the 
benefits and value of using a large sized nationally representative sample 
gathered by generally stringent techniques and adjudged overall to contain 
generally valid information outweighed the problematic aspects of single source 
data discussed previously. Therefore the decision was to utilize the data 
gathered by Statistics Canada. 
5.1.2.3 Editing and Processing 
Several editing stages were utilized. The preliminary edit, mainly 
for completeness, occurred in the regional offices in order to allow for revisiting. 
Although the survey was computer processed, manual editing was carried out 
at the head office of Statistics Canada and consisted of: 
a review of each schedule for consistency and correctness of 
data location on the schedules (to facilitate key punching the data). 
2. coding a limited number of Items which were reported non- 
numerically (some of which are important to the study). 
3. performing certain adjustments on reported information. 
4. reviewing the balancing check. 
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In addition a computer editing occurred which performed a variety 
of consistency checks including the balancing check, and formed the basis of 
further clerical editing and correction. 
5.1.2.4 Notes and Definitions 
Family - The family or spending unit is defined as a group of 
persons dependent on a common or pooled income for the major items of 
expense, and living in the same dwelling, or one financially independent 
individual living alone. 
Family head - In husband-wife families, the husband was con- 
sidered as head. In one-parent families, with unmarried children the parent 
was considered head. In all other spending units, the head was the person 
mainly responsible for the maintenance of the unit. 
Adult 
.- 
'Refers to persons 1G years of age or over as of 
December 31,1969. 
Family life cycl - This classification groups spending units 0 
Into three major categories: 1) unattached individuals, 2) married-couple 
families, and 3) other families. However other categories are also used 
within Statistics Canada and by this study. (For full details please refer to 
Appendix C. ) 
Home owner - Refers to families living in dwellings with or 
without mortgages, occupied for the entire survey year by a member of the 
spending unit. 
Occupation of head - Is based upon the "Standard Occupational 
Classification", published by Statistics Canada in April. 1961. (For full details 
0 
of classifications please refer to Appendix C. ) 
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Country o origin - Refers to country where family head was 
born. "Other North European" includes those born in Denmark, Finland, 
Iceland, Norway, Ilepublic of Ireland and Sweden. "Other West European" 
includes those born in Austria, Belgium, France, Luxembourg, Netherlands 
and Switzerland. "Other South European" Includes those born in Greece, 
Malta, Portugal, Spain, yugoslavia and Albania. "Other East European" 
Includes those born in Bulgaria, Czechoslovakia, Estonia, Hungary, Latvia, 
Lithuania, Roumania and Russia. "Asia" includes those born in Ceylon, China, 
India, Iran, Israel, Japan, Lebanon, Pakistan, Philippines, Syria and Turkby. 
"Australasia" includes those born in Australia and New Zealand. 
5.1.3 Expenditure Schedules - Questionnaire Used 
A sample of the questionnaire is attached as a part of Appendix B 
and is entitled "Survey of Family Expenditures in 196911, which briefly explains 
the objective of the survey. 
There are 16 major areas within the questionnaire as noted below: 
Section A contains questions designed to proidde the basic Information about 
the composition of the spending units. 
Section B questions aspects of "Shelter Expenses". 
Section C questions aspects of "Expenses for Household Furnishings and 
Equipment". 
Section D questions the "Expenses for Running the Homell. 
Section E questions "Food Expenses". 
Section F questions "Clothing Expenditures". 
Section G questions 11 Personal Care Expendituresit. 
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Section II questions "Medical and Health Care Expenses". 
Section J questions "Expenses for Travel and Transportation". 
Section K questions "Expenses for Recreation, Reading and Education". 
Section L questions "Miscellaneous Expenses". 
Section M questions "Pers9nal Income". 
Section N questions "Personal Taxes, Security, Glftsff. 
Section 0 questions "Change in S. U. Financial Position". 
Section P, the final section, questions "Household Expenses of Farmers 
and Other Self-Employed Persons". 
It is Section A which contains questions about the "country of 
birth" or "origin" of the head of the household as well as a question on "mother 
tongue of head". These questions allow for data manipulation in relation to all 
other aspects of the questionnaire and thereby allow the use of the data for the 
purposes of this studY. 
5.1.4 Current Use of Data 
To the best knowledge of the writer, the only current public use 
made of the country of origin data gathered by Statistics Canada is to produce 
two tables. 
The first table is numbered 5.1.4.1 and headed "Patterns of 
Expenditure by Country of Origin of Head, All Canada, All Urbanization Classes, 
All Families and Unattached Individuals". and contains the results of the survey 
categorized by various sub-headings contained within the questionnaire Sections -0 
A through L inclusive, and divided by country or a grouping of countries. Both 
dollar figures and percentages are utilized. 
-97- 
The second table is numbered 5.1.4.2 and entitled "Patterns of 
Expenditure by Year of Arrival of Head, All Canada, All Urbanization Classes, 
All Families and Unattached Individuals" and again contains the results of the 
survey categorized by various sub-headings within each of the above-noted 
major sections and sub-divided by Canadian born and the various time spans 
of arrival of the immigrants. 
No conclusions are reached nor are any of the data's Implications 
referred to. The two tables are reproduced on the following pages as Table 
5.1.4.1 and Table 5.1.4.2. 
5.1.5 Conclusions 
Table 5.1.4.1 contains no averages for all spending units or 
Canadian born spending units. Therefore, unless the reader utilizes other 
tables the only comparison possible is one category of non-Canadian born with 
another category of non-Canadian born across expenditure categories, i. e. 
United Kingdom vs. Germany, and without reference to time of arrival in Canada. 
In my opinion the significant aspect Is how do these non-Canadian born expen- 
diture patterns differ from the Canadian born expenditure patterns, and if there 
is a variation, what variation is significant. 
Table 5.1.4.2 compares the Canadian born to all non-Canadian 
born across six time periods of arrival In Canada. In view of Table 5.1.4.1 
wherein the variations between Country of Origin is noted, one must question 
the meaningfulness of this comparison. In addition, there Is again no reference 
as to what represents a significant difference. 
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In general it is apparent that the tables are of little value without 
additional calculations being performed by the reader, for example, unless the 
reader decides for himself what represents a significant variation, i. e. utili- 
zation of a percentage of variation from the mean. 
However, even if the reader decides that a given variation in 
relation to the range of values given for a category is significant, it is still 
not possible to draw any conclusions concerning causal relationships. 
In short, as the data is now presented by the Statistics Canada 
tables it is of little value other than for general interest. 
5.2 Unpublished Study Based on 1969 Survey of Family Expenditures 
This section of the Chapter discusses an unpublished internal 
study. 
5.2.1 Internal Study 
As a result of continued discussions with the officials at Statistics 
Canada it became apparent that some further utilization of their data did in fact 
occur. This further utilization is by governmental departments and agencies for 
I 
their own Internal purposes and is not for public release. 
The researcher was successful in acquiring some detailed infor- 
mation concerning a study performed for the Department of Manpower and 
Immigration which was concerned with "Household Expenditure Patterns of 
Canadian Immigrants". The study was performed by S. T. Niel-con, of the 
Department of Economics and Commerce, at Simen rrazer University during 
1973. 
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This second section of the Chapter will examine Nielson's study 
in order to ascertain its relevance to the hypotheses of this study. The initial 
segments of the section are in fact summaries of the various portions of 
Nielson's report, and are designed to familiarize the reader with the report. 
The, later segments of the section deal with the relevancy of Nielson's findings 
and/or their appropriateness for this study. 
5.2.2 Purposes of Nielson's Study 
The study was part of a larger investigation of the effect of 
Immigration on the Canadian economy and specifically concerns itself with 
immigration's impact on the demand for goods and services. The sheer num- 
bers of the Immigrant flow would impact quantitatively; however, Nielson's 
study by examining the aspect of differences in expenditure patterns of immig- 
rants from the native population concerns therefore qualitative impact. 
5.2.3 Outline of Nielson's Study 
The study was divided into three parts: the first described the 
data used; the second examined the mean expenditure groups by arrival period; 
and the last investigated the detailed data available from the survey for each 
arrival period. That is to say that the first part of Nielson's study describes 
the Statistics Canada 1969 Survey of Family Expenditures and the pertinent 
aspects thereof as these aspects relate to his own study. The second part of 
Nielson's study is in fact a comparison of income and exponditurcs for the 
various arrival periods chosen; i. e. prior to 19,15,1946-1955,1956-1960, 
1961-19659 1966-1969, and Canadian born. This comparison of income and 
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expenditures is accomplished by calculating "averages" or "mean aggregatesIf 
and thus Nielson uses the terminology "mean expenditure groups by arrival 
period". The third part of Nielson's study is a detailed analysis of the various 
immigrant groups based on arrival time In relation to the expenditure data 
available from the Statistics Canada 1969 Survey, and Is discussed in more 
detail below. 
5.2.4 Data Basis Utilized 
The study relied on a smaller sub-sample of the 1969 Expenditure 
Survey previously discussed. This sub-sample consisted of the returns from 
eleven major urban centres, and was an operating constraint of the study. 
The eleven major urban centres are: St. John's, Halifax, Quebec City, 
Montreal, Toronto, Ottawa , Winnipeg, Regina, 
Saskatoon, Edmonton and 
Vancouver. 
It was a precondition of the commissioning of Nielson's study that 
he utilize only the data from the eleven major urban centres because of Statis- 
tics Canada's desire to make comparisons to the 1967 and 1964 expenditure 
surveys, both of which covered only the eleven major urban centres. 
In fact this restriction which was placed on Nielson resulted in 
the loss of 53 percent (53%) of the number of immigrant households which were 
included in the 1969 survey i. e. a drop from 3078 to 1448 responding immigrants'. 
However Nielson treated this constraint as minor because 11... the loss in number 
of Immigrant families is most pronounced for immigrants who arrived prior, 
to 1946 and smallest for arrivals after 1960 ... It Is also of some advantage 
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to the current study, (Nielson's) because the exTerience qf recent immigrants 
is of special interest". 
The researcher did not consider this loss of a number of Immig- 
rant households as being sufficient reason to disregard Nielson's study because 
of the still large numbers of immigrants included in the eleven major urban 
centres and the fact that these centres are geographically dispersed and reprc- 
sentative of the various Canadian regions. 
5.2.5 Mean Expenditure Groups by Arrival Period 
Table 5.2.5 and Figure 5.2.5 which are reproduced on the following 
page are a comparison of mean aggregate Income and mean aggregate expen- 
ditures (I. e. average Income and expenditures) for the various groupings by 
arrival period. Nielson (1973) stated: "The hypothesis to be tested here is 
that the consumption behaviour of new immigrants may differ from that of the 
native population and perhaps established immigrants". 
After completing this aspect of his analysis Nielson concluded the 
following: 
11 already these rough data, however, seem to substantiate 
the hypothesis stated... What the information in Figure 5.2.5 
shows Is first of all that significant differences seem to exist 
between the total income of the various groups but that the 
consumption pattern for all groups except the 1966-68 (the 
latest arrivals) arrivals Is very similar as far as marginal 
propensity to consume is concerned.... Therefore the 
initial hypothesis appears to be borne out that so-called 
new immigrants tend to behave differently than do "older" 
immigrants and native born. Where the latter groups tend 
to exhibit net savings, the new Immigrants on an average 
tend to be net dissavers. It is obvious that such a pattern 
Is likely to have an influence on the economy to which the 
new immigrant groups move. it 
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TABLE 5.2.5 
MEANS OF TOTAL INCOME AND TOTAL CONSUMPTION IN 1969 FOR CANADIAN 
BORN AND VARIOUS IMIGRANT GROUPS, DOLLARS 
Arrival Year 1966-68 1961-65 1956-60 1946-55 1901-45 Canadian 
Born 
Total Income 6013 8233* 7659 7399 4484 6551 
Total Consumption 6520 7575 7247 7102 4258 6224 4 
Source: Special Tabulations from Statistics Canada, Family Expenditure 
in Canada, 1969. 
FIGURE 5.2.5 
MEANS OF TOTAL INCOME AND TOTAL CONSUMPTION IN 1969 FOR CANADIAN 
BORN AND VARIOUS IMMIGRANT GROUPS, DOLLARS 
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Thus Nielson concludes that there is a significant difference between expen- 
diture patterns of native born and immigrants, and between new Immigrants 
and "older" immigrants. 
5.2.6 Immigrant Group Data 
Nielson begins his detailed analysis of the immigrant group data 
with calculating Table 5.2.6 which is reproduced on the following page. Nielson 
makes the following statement concerning this table: 
11 The Table averages give a preliminary indication 
that expenditures differ among immigrant groups 
themselves on the one hand and Canadian born on 
the other, thus lending support to the micro data 
Investigation undertaken. " 
By this statement Nielson is again suggesting that there is a difference in 
expenditure patterns of Canadian born and immigrants and also between the 
Immigrant groups by arrival times, thus justifying further analysis of the 
data regarding the immigrants of each arrival period chosen. 
0 
Nielson continues his data analysis by constructing a double log 
consumption function as follows: 
12 
log (E a0 +a I 
log(c 
ib ij 
10 g (S ij) 
c ij 
log (A Ij 
d 
ij 
log (r ij e 
where E expenditure on a given commodity by household 
ci= total expenditure 
S 
ij = 
family size 
A, 
j age of 
family head 
T ij 
housing tenure 
01 the disturbance term 
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TABLE 5.2.6 
AVERAGE EXPLNDITURE LEVELS AND EXrENDlTURES AS A PROPORTION OF TOTAL 
CURRENT CONSMIPTION BY MAJOR COMMODITY GROUP FOR IMMIGRANTS BY 
ARRIVAL PERIOD AND NATIVE BORN CANADIANS 
Immigrants by Arrival Period 
Commodity 1966-68 1961-65 1956-60 1946-55 1901-45 Native 
Group Born 
Total Current 6520 7575 7247 7102 4258 6224 
Consumption % 100 100 100 100 100 100 
Shelter $ 1338 1646 1419 1319 939 1221 
% 20.5 21.7 19.6 18.6 22.1 19.6 
Furnishing and $ ý 213 325 
270 227 86 182 
Equipment % 3.3 4.3 3.7 3.2 2.0 2.9 
Household 275 351 299 302 196 281 
Operation % 4.2 4.6 4.1 4.3 4.6 4.5 
Clothing $ 
1 
413 574 619 603 235 521 
% 6.3 7.6 8.5 8.5 5.5 8.4 
Food 1403 1663 1734 1616 1061 1445 
% 21.5 22.0 23.9 22.8 24.9 23.2 
Auto Purchase 511 375 283 232 126 270 
% 7.8 
1 
5. o 
1 
3.9 
1 
3.3 
11 
3.0 4.3 
11 
Source: Supplied by Statistics Canada 
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a 
The consumption function is intended to test the basic hypothesis; 
with total expenditures assumed equal, with equal size composition, age dis- 
tribution and housing tenancy of the spending units, it is possible to observe 
broad differences between expenditures on classes of goods and services among 
Immigrants by arrival period and native born Canadians. 
Stated in more every day terms Nielson's equation is designed to 
test empirically if different expenditure patterns for various goods and services 
are observable if immigrants are analyzed by arrival period and compared to 
the expenditure patterns of native born Canadians. 
5.2.7 Results - First Stage 
Nielson begins his examination of the results of his analysis by 
looking at the percentage of total expenditure variation, i. e. R2, which for the 
various groups is explained by the fitted consumption functions. Table 5.2.7 
which is reproduced on the following page details these R2 calculations. 
Nielson made the following observation concerning Table 5.2.7: 
"For the most part the model therefore performs quite well, in that upwards 
of 70 per cent of the variation in expenditures is explained. It 
In the researcher's opinion Nielson has somewhat overstated the 
performance of the consumption function. Table 5.2.7 has only one value at 
. 70 . The averago R2 for the table is approximately . 50 therefore a more 
appropriate viewpoint is that approximately 50 percent of the variation in expen- 
ditures is explained. If one disregards the auto purchase category whore the 
function does not perform well 1. e'. an ave=ggge R2 of approximately . 25 , then 
-0 
the average R2 for the table moves to approximately . 55 which is still less than 
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TABLE 5.2.7 
PER CENT OF VARIATION EXPLAINED BY REGRESSION 
EQUATION OR R- SQUARES 
Immigrant Arrival Period 
Commodity 
Group 
1966-68 1961-65 1956-60 1946-55 1901-45 Canadian 
Born 
Shelter . 61 . 63 . 26 . 47 . 46 . 49 
Furnishing & 
Equipment . 46 . 45 . 35 . 40 . 49 . 40 
Household 
Operation . 58 . 62 . 40 . 52 . 57 . 52 
Clothing . 64 . 67 . 55 . 54 . 61 . 61 
Food . 66 . 67 . 58 . 63 . 68 . 70 
Auto Purchase . 36 - 30 - 30 - 
15 . 22 . 16 
Source: Supplied by Statistics Canada 
the "upwards of 70 percent" stated by Nielson. What is more, the appropriate- 
ness of disregarding the auto purchase category because the function does not 
perform well In that category. is questionable. 
5.2.8 ]Results - Second Stage 
Nielson continues his analysis by pointing out that it would be 
confusing to present all the equations with the estimated parameters for all 
the many dummy variables representing family size, age of head and house 
tenure. Instead, Table 5.2.8 reproduced on the next page, presents a summary 
of the most important aspects of the parameters. 
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TABLE 5.2.8 
DUMMY VARIABLES FOR HOUSE TENANCY, FAMILY SIZE AND AGE OF FAMILY WHICH 
ARE SIGNIFICANT AT THE 5 PER CENT LEVEL 
Immigration Shelter Furnishing 
Household Clothing Food Auto 
Subgroup & Equipment Operation Purchase 
Tenancy: Own, Rent Own, Rent Own, Rent 
1966- 4/0,2/1, 3/0,3/1 1100210, 
1968 Family 2/2 3/0,4/0, 
Size: 2/1,2/2, 
2/3 
Tenancy: Own, Rent Rent 
1961- 1/0,210, 
1965 Family 310,2/1, 
Size: 2/2 
Tenancy: Owom, Ownp Rent 
Rent 
1956- 2/1,2/2, 1/0,2/0, 2/2 
1960 Family 2/302/4. t 310,4/0, 
Size: 3/1 2/1,2/2, 
2/3,2/5, 
1/1+ 
-24,25-34, 
Age: 35-44, 
45-54 
Tenancy: Owom, Own, Rent' Rent 
Rent 
1946- 1/0,2/0, 1/0,2/0, 
1955 Family 2/1,2/2, 3/0,2/1, 
, 
Size: 1/1+ 2/2,3/1 
Tenancy: Owom, Ownp Owom, Own, Owom, Own, 
Rent Rent Rent 
1901- Family 
. 
1/0,2/0, 1/0,2/0 2/0,2/2 
1945 Size: 2/3 
, Age: 45-54 
Tenancy: Owom, Own, Owom, Own, Qwom, Own, 
Rent Rent Rent 
Native 1/0,2/0, 2/0,2/1, 1/0,2/0, 1/0,2/0, 1/0,2/0, 
Born 2/lp2/2, 2/2,2/3, 2/1,2/2, 310s2ll, 3/0,4/0, 
Family 2/3,2/4, 2/4 2/3,2/4, 2/2,2/3, 2/1,2/2, 
Size: 2/5,3/1, 2/5,3/1 2/4,2/5+p 2/3,2/4, 
3/2 1/1+ 3/1,3/2+, 
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Specifically the table identifies those variables which are sign! - 
f icant at the 5 per cent level. 
The notation used by Nielson in Table 5.2.8 is as follows: 
OWOM = home owner without mortgage 
OWN home owner with mortgage 
RENT renter of home 
1/0 spending unit containing one adult and no children 
2/1 spending unit containing two adults and one child 
1/1 + spending unit containing one adult and one or more children, etc. 
+25 up to 25 years of age (of head of household) 
25-34 25 to 34 years of age (of head of household) 
and so on 
Nielson does not feel Table 5.2.8 presents a clear cut situation; 
he does however note: 11... enough of the variables included ... have coefficients 
significantly different from zero to necessitate inclusion ... Secondly a number 
of persistent patterns stand out. Thus family size appears to be particularly 
Important ... House tenancy also turns out to be persistently important ... 
The age variable on the other hand is only rarely of significance. 
In other words Nielson believes that including the factors for family 
size and home ownership are necessary, whereas age of household head was not 
necessary to the explanation of the differences in expenditure patterns for goods 
and services which exist when comparing native born Canadians' expenditures 
to that of immigrants. However Nielson suggests that continued analysis is 
necessary in order to further understand the differences in expenditure patterns. 
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5.2.9 Results - Third Stage 
The next stop Nielson performs is to calculate the partial expen- 
diture elasticities by commodity group for immigrants by arrival period and 
for native born Canadians. These calculations appear in Table 5.2.9 which is 
reproduced on the following page. 
In simpler terms, Nielson looks at the expenditure patterns for 
each immigrant group (time of arrival group) for each expenditure classifi- 
cation and calculates a regression coefficient which lie calls a "partial" elas- 
ticity". 
Nielson states: "The above information helps give us some 
confidence in the plausibility of the results but an analysis of the comparative 
Immigrant and Canadian born elasticities still needs to be carried out. This 
is done by computing the percentage difference between Canadian born and 
immigrant elasticities for the various commodity categories. 11 That is to say 
that Nielson computes a percentage of difference between the regression co- 
efficient for Canadian born (Which is considered to be the standard) and the 
regression coefficient of the immigrants by arrival group time. 
The resulting percentages are presented in Table 5.2.10 which 
is reproduced on the following page 115. (Note: Canadian born is used as a 
standard. ) 
Examples of this calculation are as follows: 
For example if we take the ý966-68 immigrant group's shelter 
expenditures the percentage difference is calculated from table 
5.2.9 as f6llows : 
( . 77 - . 61 + . 77 = -21% 
A second example would be the 1961-65 immigrant group's furnishing 
and equipment expenditures the percentage difference is calculated from 
table 5.2.9 as follows : 
( 1.84 - 2.46) + 1.84 =+ 34% 
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TABLE 5.2.9 
ESTIMATED REGRESSION COEFFICIENTS OR PARTIAL ELASTICITIES FOR SIX 
EXPENDITURE CLASSES WITH RESPECT TO TOTAL EXPENDITURE 
Immigrant Arrival Period 
Commodity 1966-68 1961-65 1956-60 1946-55 1901-45 Canadian 
Group Born 
Shelter 0.61 0.90 0.57 1.04 0.94 0.77 
(6.06) (9.73) (4.33) (13.02) (12.00) (39.99) 
Furnishing & 1.39 2.46 2.08 2.07 2.05 1.84 
Equipment (3.64) (7.29) (7.26) (11.60) (11.78) 
1 
(32.87) 
Household 1.14 1.22 0.87 1.08 1.01 
1 
1.05 
Operations (5.84) (10.45) (8.15) (15.68) (14.18) (45,98) 
Clothing 1.12 1.32 1.41 1.39 1.36 1.26 
(7.65) (9.67) (11.88) (14.52) (13.40) (50.03) 
Food 0.31 0.47 0.49 0.54 0.48 0.54 
(4.98) (6.88) 
1 
(8.42) 
1- 
(13.39) 
I 
(12.48) 
I 
(46,88) 
Auto Purchase 3.72 3.52 4.03 2.22 1.41 2.38. 
(5.51) (4.88) (6.97) (6.43) (6.62) (22.43) 
Note: ' Figures in perentheses are t ratios 
Source: Data Supplied by Statistics Canada 
Nielson arbitrarily chooses a difference of 10 percent or larger 
as a cut-off point and notes that "The difference is then substantial in 23 out of 
36 or 64% of the cases. Furthermore. for the first three immigrant arrival 
periods the elasticities differ by 10 or more percent from those of natIve born 
in 89% of the cases while for the last two periods they differ by what amounts 
to only 58% of the instances. 11 
On the basis of this finding Nielson goes'on to conclude: "Thus , 
we find a first indication that the differences .... tends to decline over time. 11 
.1 
4 
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TABLE 5.2.10 
PERCENTAGES BY WHICH IMMIGRANT GROUP ELASTICITIES DIFFER 
FROM THOSE OF THE CANADIAN BORN 
Immigrant Arrival Group by Feriod 
Commodity 1966-68 1961-65 1956-60 1946-55 1901-45 Canadian 
Class Born 
Shelter -21 +17 -26 +35 +22 0 
Furnishing and -24 +34 +13 +13 +11 0 
Equipment 
Household +9 +16 -17 +3 +4 0 
Operations 
Clothing -11 +5 +12 +10 +8 0 
Food -43 -13 -10 0 -11 0 
Auto Purchase +56 +48 +69 -7 -41 0 
Absolute Sum of 
Commodity 164 133 147 68 97 
Classes 
Absolute Sum of 
Commodity 
Classes less 108 85 78 61 56 
Auto Purchase 
Category 
Source: Table 5.2.9 
5.2.10 Elasticity Differences Decline with Time 
In order to clarify this decline with time phenomena of the dif- 
forences between expenditure elasticities (regression coefficients) of immig- 
rants compared to native born Canadians, Nielson calculates the "sum of the 
absolute percentage differences" which is a summation of the calculated per- 
centago of variation without regard for the sign (negative or positive) of the 
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percent of variation (please refer to bottom of Table 5.2.10. ). Next, because 
of the erratic behaviour of auto purchase category this category is deducted 
to arrive at a new absolute sum which Nielson suggests "may be more repres- 
entative of the pattern of decline over time. 11 
To clarify this point, the absolute sum of percentage of variation 
is calculated by Nielson and appears as the last line of numbers in Figure 5.2.10 
which has been plotted by Nielson against the average years since the arrival 
of the various immigrant groups. 
Nielson states: "The emerging picture Is very clear. The total 
deviation of immigrant expenditure elasticities is quite substantially different 
from that of native born immediately upon arrival of the immigrants. However, 
the deviation declines with the length of stay, first more rapidly and then more 
slowly until it stabilizes for 'old' immigrants at a level which Is still somewhat 
different from that of native Canadians. Sined the latter can be represented by 
the zero baseline approximately half of the sum of elasticity differences disap- 
pear as the Immigrant population's length of stay in the country increases. 11 
In summary Nielson has disregarded the auto purchase category 
because it fluctuates more than the other categories. In this way Nielson plots, 
the percentage difference of the rcgression coefficient of the immigrant groups 
against a "normal" or base line which represents the native born regression 
* 
coefficient. The result is a graph which Indicates that over time the difference 
between immigrant and native born declines. 
However Nielson does not give any justification for his view that 
the disregarding of the auto purchase category "may be more representative 
r 
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Figure 5.2.10 
Absolute Sums over Commodity Classis of Percent by which 
Immigrant Elasticities Differ from those of Canadian Born 
Plotted Against Average Year since Arrival of Immigrant 
Group 
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of the pattern of decline over time". The percentages of difference from 
Canadian born as calculated by Nielson in Table 5.2.10 do indicate a decline 
with time ph-enomena appears to exist but this phenomena is not nearly as 
neat and clear cut a decline as it is portrayed to be by Nielson. 
In the opinion of the researcher it is not appropriate to disregard 
an expenditure category because that category does not appear to "fit" the 
general pattern I. e. exhibits greater fluctuations, especially if logical argu- 
ments are not presented for such action. The researcher suggests that the 
graphing of the expenditure elasticities of Table 5.2.9 by individual commodity 
group as discussed in the next section of the study represents a more realistic 
portrayal of the variation over time phenomena. 
5.2.11 Elasticity Variations by Individual Commodity Groups 
in order to compare the individual commodity groups with the 
aggregate adjustment process Nielson prepared Figure 5.2.11 (reproduced 
on the following page) which showt the expenditure elasticities of Table 5.2.9 
plotted by commodity class for each Immigrant group by average years since 
arrival. Superimposed as a straight line for each commodity is the partial 
expenditure elasticity for Canadian born. 
Nielson makes the following observation: IVhat stands out in 
general Is the initial wide fluctuations around the native born norm followed 
eventually (in most cases at. least) by a stabilization in the neighbourhood of 
the norm as we are looking at 'older' and 'older' immigrants. 114 
4 
Nielson footnote: 11 'Old' immigrants is here to be understood in the sense of 
having arrived at an earlier date, since chronological age of immigrants (and 
native born) is held constant in the analysis. 
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FIGURE 5.2.11 
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The researcher believes Figure 5.2.11 is a more realistic rep- 
resentation of the variation from the Canadian born "norm" over time phenomena 
and In general agrees with Nielson's observation that with time i. e. the longer 
the time since immigration, the variations in expenditure patterns initially 
exhibited declines and approaches the native born "norm". 
5.2.12 ! Qualitative Impact of Immigrant Spendin 
Nielson's interpretation of this analysis is best represented by 
the following quotation: "It Would therefore seem that in terms of expenditure 
elasticities the impact of immigrants is relatively small at first, but rapidly 
rises to a high peak. In fact we may conclude that the qualitative impact of 
immigrant spending in terms of expenditure elasticities Is relatively lower 
than the native norm for the more recent immigrants (those who have been 
here for one to three years) with regard to the commodities food, shelter, 
clothing and furnishing and equipment. However, this qualitative impact rises 
above the expected norm for natives when the immigrants have been In Canada 
from four to eight years. , With some temporary aberrations 
in some instances 
it remains above that of native born but approaches the latter over time. 11 
Thus Nielson is stating that the expenditure pattern of Immigrants 
compared to Canadian born indicates that immigrants generally spend propor- 
tionately more of their income than do Canadian born for the categories food, 
shelter, clothing and furniture and equipment. This pattern is especially 
evident during the fourth to eighth years after immigration. However there- 
after the difference in expenditures narrows as length of time since immigý 
v 
ration increases. 
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5.2.13 Implications of Nielson's Cbncluslons 
Very briefly we can summarize Nielson's conclusions as follows: 
1. Recently arrived immigrants have a substantially greater 
propensity to consume than both native born and older 
Immigrants, i. e. are net dissavers, and therefore spend 
a larger percentage of their income than do Canadian born 
or older Immigrants. (This seems intuitively logical In 
that like newly formed spending units, Immigrants need a 
variety of goods and services but have a limited ability to 
generate large incomes. ) 
2. Differences do exist among native born Canadians and 
immigrants by arrival period concerning expenditure 
elasticities for broad commodity groups i. e. the percen- 
tage of income spent on the various commodity groups. 
3. There Is an adjustment toward the native born Canadian 
consumption patterns which occurs as the immigrants' 
stay in the country lengthens i. e. the spending patterns 
become more similar. 
These conclusions are of extreme importance to this study in 
that Nielson has substantiated that immigrants do exhibit a consumption pattern 
which varies significantly from that of native born Canadians. In addition, 
Nielson has substantiated that this difference in consumption patterns narrows 
as length of time since arrival increases. 
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Limitations to Conclusions 
There are limitations however to the usefulness of the above-noted 
conclusions, in relation to this thesis. Firstly, since Nielson aggregmted all 
immigrants, inasmuch as his primary concern was groupings by period of 
arrival, ho was unable to identify any differences in purchasing patterns which 
may result from the differences in ethnic background. Stated another way, 
Nielson was unable to ascertain if immigrants from differing countries of origin 
would exhibit different purchasing patterns, i. e. do Polish immigrants exhibit 
a significantly different pattern of purchases than do Italian immigrants. 
Nielson recognized a certain aspect of this difficulty of aggre- 
gation when he questioned 11 ... whether or not immigrants who have arrived 
at different points in time can indeed by taken to be homogeneous groups. 11 
Nielson goes on to point out that by holding family size, age and house tenure 
constant, he attempted to "standardize for some of the possible differences". 
1. 
However , to ensure 
that aggregation has not obscured Nielson's findings, the 
appropriate methodology would be to disaggregate and analyze not only by Immig- 
rant time of arrival but also for each country of origin category ut, Alized in 
Table 5.1.4.1 (please refer to pages 98-99), as prepared by Statistics Canada. 
Nielson's second stage of data analysis wherein he refers to 
Table 5.2.8 (please refer back to page 111) enables us to make the preliminary 
observation that of the variables utilized , the apparent order of Influence is as 
follows: 
1. Family size Is "particularly importantft 
2. Tenancy Is "persistently important" 
Age variable is "only rarely of significance" 
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However if the researcher were to categorize the data by time 
of arrival and by country of origin and also include a number of variables such 
as family size, tenancy, age of head, mother tongue, education, occupation 
and so on then it would be possible after analysis to place all of these variables 
Into perspective as to relative position of influence. 
This type of analysis will occur in the following chapters. 
a 
Chapter 6 
Reanalysis of Statistics Canada 
1969 Survey 
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6.0 Reanalysis of Statistics Canada 1969 Surve 
The purpose of this Chapter Is to reexamine and reanalyze the 
data gathered by Statistics Canada in the 1969 survey in such a manner as 
to enable the researcher to rank order in importance the following elements 
for each family: 
Country of Origin (i. e. ethnic background) 
Year of Arrival 
Mother Tongue 
Income 
Stage in Lifecycle 
Home Ownership 
Occupation 
Education 
6.1 Co . operation of Statistics Canada 
In order that the reanalysis of the data gathered by Statistics Canada 
might In fact occur, it was necessary to gain the cooperation of Statistics Canada. 
The attitude of this federal agency, as verbalized by its administrative officers, 
was that In the Interests of academic endeavours access to their data would be 
provided. The conditions of this access were. that the researcher would be 
required to do all of the computer programming for any data manipulation of 
whatever nature that would be required. In addition the researcher would be 
required to pay for any computer time which might be utilized in the project 
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and because of the confidential nature of the data all computer runs had to 
utilize Statistics Canada computers. Further, although Statistics Canada 
would designate someone to act as an information source and liaison person 
the researcher would be required to reimburse Statistics Canada at the rate 
of E5 per hour for any time expended by this person on the researcher's 
behalf. Once the project was underway a further restriction was applied in 
that no tables of data would be released to the researcher which contained 
data summations of less than five records. 
6.2 Reorganization of Useful Data 
The survey methods utilized by Statistics Canada and the details 
of the questionnaire have been discussed previously and need not be repeated 
here. However , In order that a reanalysis of 
the data could occur it was neces- 
sary to understand the details of the Statistics Canada data such as storage 
media, format and so on. Statistics Canada utilizes a magnetic tape storage 
medium. for the data. The responses from each household are designated as a 
single record on the tape file, thus the file contains 14,976 records. Each 
record contains 1460 positions for alphanumeric characters of information. 
The first 93 positions are reserved for "Identification codes" which allow the 
programmer to utilize a random access methodology if it is appropriate. These 
positions are in 'IN" (numeric) format. The positions numbered 94,95 and 96 
are blank positions i. e. no information is contained in these positions. There- 
fore record positions numbered 97 to 1460 are available for data storage on 
cach record. 
d 
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Although it was necessary for the researcher to become familiar 
with all aspects of the data stored in each record of the magnctic tape file, in 
order to avoid an unnecessary and detailed description of the data, it is approp- 
riate to state that the researcher designated only certain elements of each 
record to be of Interest to this study. All of these relevant data elements are 
listed below and the details as to their location witfiin the record and storage 
format are deemed irrelevant. The following data elements were stored in 
a coded format wherein each code created by Statistics Canada designated an 
established value: 
Income Class (details of Code in Appendix C) 
Family Life Cycle (details of Code in Appendix C) 
Country of Origin of Immigrants (details of Code in Appendix C) 
Year of Arrival of Immigrants (details of Code in Appendix C) 
Home Ownership Classification (details of Code In Appendix C) 
Occupation of Head of Household (details of Code In Appendix C) 
Education of Head of Household (details of Code in Appendix C) 
Mother Tongue of Head of Household (details of Code in Appendix C) 
The following data elements were stored in a numerical format to 
correspond to the responses supplied by each household surveyed. 
Family size 
Food Expenditures 
Shelter Expenditures 
Household Operations Expenditures 
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Furnishings and Equipment Expenditures 
Clothing Expenditures 
Automobile Purchase Expenditures 
Total Expenditures of Household 
6.3 Relevant Data Summary Tape 
The first aspect in the reanalysis of the Statistics Canada data 
was to create a magnetic tape which would summarize all of the data on each 
record of the Statistics Canada file and contain only those elements listed above 
which were deemed relevant to this study. Thus the summarized magnetic 
tape file still contained 14,976 records but each record contained only those 
sixteen (16) data elements detailed above. In this manner any computer runs 
would be much more efficient and consequently less costly to the study both In 
time and monetary expenditures. 
6.4 Statistics Pack-age for the Social Sciences (SPSS) 
Inasmuch as the researcher was required to perform all of the 
computer programming activities involved In the data analysis a decision was 
made to utilize the Statistical Package for the Social Sciences, version five (5), 
system of computer programs hereinafter referred to as S. P. S. S. This 
decision was made on the basis that the S. P. S. S. programs were available 
both at Statistics Canada and at Laurentian University. This common avail- 
ability would allow the researcher to debug or test each program, a necessary 
prerequisite of each request for data manipulation made to Statistics Canada. 
(Note the researcher was supplied by Statistics Canada with a test file con- 
taining 100 records for testing purposes). In addition the researcher believed 
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that the various features available in S. P. S. S. would adequately meet the needs 
of the study. 
6.5 S. P. S. S. 193REAKDOWNII 
As the initial step in the data manipulation stage of the reanalysis, 
S. P. S. S. subroutine "BIREAKDOWN" was utilized. This subroutine provides 
a "technique for examining the means, standard deviation and variances of a 
criterion or dependent variable among various subgroups In a sample or total 
population". In order to ensure the most meaningful utilization of 193REAKDOWNII 
each of the numerical expenditure elements, i. e. Food, Shelter, Household 
Operations, Furnishings, Clothing, Automobile, and Total Expenditures was 
broken down by each of the elements designated by a code, Le. Country of 
Origin, Year of Arrival, Mother Tongue, Income, Stage In Life Cycle, Home 
Ownership, occupation, Education, and Family Size. The computer printout 
of this program is contained herein as ýAppendix F. 
6.6 '93REAKDOWN" Results 
In analyzing expenditures by country of origin the following tables 
of approximate means were developed from Appendix F. 
Note: The mean of the total expenditures category for the entire 
population is not always the same amount because of the 
rounding which-occurred as a result of the computer 
program procedures. 
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Table 6.6.1 - Country of Origin by Expenditure Categories 
TOTAL 
EXPEND. FOOD SHELTER 
HSHLD. 
OPS. FURN. CLOTH. AUTO 
Cdn. born 7817 1544 1135 321 452 671 380 
U. S. 6282 1161 1003 269 288 472 232 
U. K. 7816 1346 1287 334 360 544 373 
Other N. Eur. 6969 1372 1037 247 330 502 364 
Germany 9179 1603 1392 324. 416 677 462 
Other W. Eur. 7954 1459 1245 323 413 609 368 
Italy 9397 2013 1487 338 486 834 408 
Other. S. Eur. 8676 1849 1421 297 475 702 320 
Poland 7389 1471 1124 271 328 590 531 
Other E. Eur. 7280 1384 1218 284 389 582 283 
Asia, Aus. 11453 1775 1917 474 674 765 589 
Africa 9890 1568 1677 344 908 551 870 
W. Indies 8648 1470 1422 447 428 721 302 
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Table 6.6.2 - Year of Arrival by Expendituýe Categories 
TOTAL 
EXPEND. FOOD SHELTER 
HSHLD. 
OPS. FURN. CLOTH. AUTO 
Entire Pop. 7835 1527 1163 320 360 655 378 
1900 or prior 7818 1545 1136 321 352 671 380 
1900 - 1945 5760 1153 956 242 243 399 247 
1945 - '1955 9857 1755 1483 363 515 816 467 
1956 - 1960 9823 1834 1577 369 508 782 502 
1961 - 1965 10352 1738 1789 438 579 762 420 
1966 - 1969 9554 1554 1560 392 520 591 582 
Table 6.6.3 -Mother Tongue- by Expenditure Categories 
TOTAL 
EXPEND. FOOD SHELTER 
I HSHLD. 
OPS. FURN. CLOTH. AUTO 
Entire Pop. 7836 1528 1163 320 360 655 378 
English 7867 1473 1176 331 355 634 381 
French 7683 1700 1072 302 337 733 358 
German 7898 1436 1243 274 391 601 412 
Ukranian 7015 1318 1026 273 402 627 290 
Italian 9367 2015 1465 339 486 833 362 
Dutch 8924 1637 1347 329 423 705 559 
Polish 7371 1455 1136 278 350 596 458 
Other 7708 1492 1237 295 413 587 384 
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Table 6.6.4 - Stage in Life by Expenditure Category 
TOTAL 
EXPEND. FOOD SHELTER 
HSHLD. 
OPS. FURN. CLOTH. AUTO 
Entire Pop. 7839 1528 1163 320 360 655 378 
Ind. Under 45 5620 823 809 197 161 406 355 
Ind. 45 - 64 4037 708 797 185 137 242 149 
Ind. Over 65 2451 581 687 138 73 117 58 
Mrd. H>45 C<16 9797 1375 1408 318 5.70 720 633 
Mrd. H>45 C-0-15 8521 1663 1344 401 469 675 375 
Mrd. H>45 C-5-15 10101 1962 1440 406 486 935 449 
Mrd. H<45 C>16 8692 1524 1137 309 357 665 513 
Mrd. H<45 C<16 9848 2091 1268 353 416 990 484 
Mrd. H<65 No C 4817 1133 854 218 215 319 165 
Others 7477 1602 1086 316 287 687 350 
Table 6.6.5 - Home Ownership by Expenditure Categories 
TOTAL 
EXPEND. FOOD SHELTER 
HSHLD. 
OPS. 
I 
FURN. CLOTH AUTO 
Entire Pop. 7836 1528 1163 320 360 655 37b 
Owned Home 6491 1441 787 266 279 567 339 
Mortgage 10519 1867 1631 405 501 877 516 
Renter 7657 1441 1286 336 331 624 330 
Roomer 3965 792 501 108 78 310 267 
Freg Rent 4331 1182 280 207 202 431 211 
Mixed 9592 1 1566 1779 371 765 674 407 
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Table 6.6.6 - Family Size by Expenditure Category 
TOTAL 
EXPEND. FOOD SHELTER 
HSHLD. 
OPS. FURN. CLOTH. AUTO 
1 3769 683 752 168 116 231 164 
2 6166 1.167 1049 263 315 441 334 
3 8207 1469 1225 356 407 637 397 
4 9472 1754 1369 400 442 798 463 
5 9600 1929 1365 381 466 879 448 
6 9866 2130 1319 376 431 982 492 
7 9333 2279 1221 345 388 982 459 
8 9544 2457 1200 368 423 1090 427 
9 8564 2415 1007 292 315 1073 366 
10 8499 2629 960 348 372 1019 292 
11 9945 2845 1069 336 465 1366 482 
12 10355 3380 1084 333 427 1400 412 
13 9981 2952 9920 285 338 1353 432 
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Table 6.6.7 Education by Expenditure Categories 
TOTAL SIIRL IIS CLOT FOOD HLD FURN AUTC EXPENE TER HING OPS 
Elementary School 3781 1157 640 153 179 314 110 
Under 5 years I I 
Elementary School 5601 1434 812. 213 243 501 260 
5 to 8 years, 
Secondary School 6502 1443 951 259 284 547 326 
Partial Completion - I I 
Secondary School 7776 1546 1144 325 360 672 383 
Completed - Vocational 
Secondary School 3933 1616 1393 365 400 748 425 
Completed - Academic . 
Post Secondary 9123 1540 1381 387 428 760 
I 
437 
Non University-Partial 
Post S'econdary 10435 1628 1554 474 530 840 562 
Non University-Comp etc I I 
University 13392 1779 1920 526 656 957 603 
Degree 
University 6417 1291 1004 
I 
233 232 409 422 
Partial I 1- 1 11 
Certain elements were not tabled in that an obvious relationship occurs 
e. Income by Expenditures, Occupation by Expenditures. For example 
I the greater the income the greater the amount expended, and inasmuch as 
occupation is a general indication of income level then again the apparent 
. 
direct relationship appears. In the preceding tables a relationship appears 
in both the "family size/expenditures" table (rable 6.6.6) and the "stage in 
life/expenditures" table (Table 6.6.4) which one would conclude is a relation- 
ship of numbers of people to the absolute level of expenditures. The table of 
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"education/expenditures" (Table 6.6.7) also is as expected inasmuch as 
educational attainment directly influences occupation and thus Income level, 
therefore again an apparent direct relationship to expenditure levels seems 
to occur. 
The tables numbered 6.6.1 9 6.6.2 and 6.6.3 for Country of 
Origin, Year of Arrival and Mother Tongue by the various expenditure categ- 
ories are of direct interest to this study. Dy examining these tables there 
appears to be differences in the means. The question then is, can the dif- 
ferences between the means be attributed to chance or to country of origin, 
year of arrival and mother tongue. 
in examining Table G. 6.1 the null hypothesis Is therefore that the 
mean of Canadian born equals the mean of non-Canadian born. This hypothesis 
will be tested by calculating the "standard error of the difference between two 
means" as explained by Freund and Perles (1974) utilizing the formula: 
Xl X2 
Z 
2 2 S1 + S2 
N, N2 
where 5ý1 and 5F2 are means 
Sl and S2 the standard deviation 
Nj and N2 are size of sample 
The table on the following page represents this calculation: 
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Table 6.6.8 
Standard Error of the Difference between Canadian Born and Other Countries of Origin 
COUNTRY 
OF 
ORIGIN 
TOTAL 
EXPEND. FOOD SHELTER 
HSHLD. 
OPS. 
FURN. 
& 
EQUIPT. 
CLOTH. AUTO 
U. S. A. 0.022 10.439 3.486 3.889 2.630 5.578 3.620 
U. K. 0.005 8.087 5.618 1.441 0.427 7.298 0.194 
Other N. Eur. 2.350 3.315 1.933 4.767 0.637 4.521 0.203 
German 3.679 1.230 4.691 0.327 2.188 0.201 1.124 
Other W. Eur. 0.436 2.010 2.110 0.184 1.523 1.889 0.223 
Italian 4.915 8.598 5.703 0.736 3.288 3.698 0.428 
Other S. Eur. 2.925 4.557 4.657 1.402 3.023 0.861 0.817 
Polish 1.104 1.213 0.190 2.540 0.748 2.033 1.335 
Other E. Eur. 2.035 4.306 1.919 2.465 1.209 2.822 1.993 
Asia, Australia 4.442 2.597 5.860 3.060 3.119 1.329 1.856 
Africa 2.140 0.145 3.785 0.813 2.532 1.637 1.605 
(Source = mean s as det ailed in appendix F and summarize d in tab le 6.6.1) 
At a . 95 confidence level Z=1.645 thus any Z value larger than 
that value enables the rejection of the null hypothesis. 
Therefore in the "total expenditure category" the null hypothesis 
is rejected in seven categories but not In U. S. A. 9 U. K. , Other W. European 
and Polish. In the "food category" the null hypothesis Is rejected in eight categ- 
1ý 
ories but not German, Polish and African. In the 'Shelter category" it Is 14 
rejected in ten categories but not Polish. 
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In the "household operations category" the null hypothesis is 
rejected in five categories but fails to reject in six. In the "furniture categ- 
ory" the null hypothesis is rejected in six categories and falls to reject In five. 
In the "clothing category" the null hypothesis is rejected In seven categories 
and falls to reject in four. In the "auto" category the null hypothesis is rejec- 
ted in only three categories and fails to reject in eight. 
Thus there is a somewhat unclear result in that the category of 
total expenditures and also in the sub-expenditure categories of shelter and 
furniture the null hypothesis is rejected in more categories than It fails to 
reject. But In the sub-expenditure categories household, clothing and auto 
the null hypothesis fails to reject in more categories than it Is rejected. 
Also of the 77 cells in the table the null hypothesis is rejected in 46 or approx- 
imately 60%. 
In order to complete the analysis, concerning each country of 
origin category, each one should be viewed separately. Thus for the U. S. A. 
category the null hypothesis is rejected i. e. in all six sub-categories the Z 
value exceeds 1.645. The null hypothesis fails to reject In the U. K. category, 
i. e. total expenditures and three sub-categories are less than 1.645. The 
null hypothesis is rejected in "Other N. European" i. e. total expenditures 
and four of the six sub-categories excced 1.645. The null hypothesis falls 
to reject in the "German" category i. e. the total expenditures plus two of the 
six sub-c. ategories exceed 1.645. The null hypothesis fails to reject in the 
"Other W. European" category, i. e. total expenditures and three of the six 
sub-categories are less than 1.645. The null hypothesis is rejected in the 
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"Italian" category and the "Other S. European" category., The null hypothesis 
fails to reject in the "Polish" category, 1. e. total expenditures and four of the 
six sub-categories are less than 1.645. The null hypothesis is rejected in 
remaining categories "Other E. European", "Asia-Australia", and "Africa". 
To recap the researcher has rejected the null hypothesis in all 
country of origin categories except 11U. K. 11, "Other W. European", "German" 
and "Polish". That is, in seven of the eleven country of origin categories the 
researcher can state with . 95 certainty that the means of Canadian born house- 
holds are not equal to the means of non-Canadian born i. e. Country of Origin. 
Therefore further research is indicated. 11 
In examining Table 6.6.2 the null hypothesis is that the mean of 
Canadian born equals the mean of non-Canadian born segmented by year of 
arrival. The following table represents the calculations of the "standard error 
of the difference between two means" as explained above. 
'rnIllel r, A Cl 
Standard Error of Difference between Canadian born and Year of Arrival 
YEAR OF 
ARRIVAL 
TOTAL 
EXPEND. FOOD SHELTER 
HSHLD. 
OPS. 
FURN. 
EQUIPT. CLOTH AUTO 
1901 - 1944 14.259 19.728 9.100 10.737 8.787 20.443 5.248 
1945 - 1955 10.493 7.392 10.149 3.498 6.417 5.916 2.227 
1956 - 1960 9.589 8.427 11.258 3.592 5.194 3.814 2.060 
1961 - 1965 7.493 3.969 8.138 5.413 5.137 2.408 0.615 
1966 - 1969 5.036 1 
0.225 9.040 3.571 3.927 2.713 2.870 
(Source = means as calculated in appendix F 
and summarized in Table 6.6.2) 
4 
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As previously stated at the . 95 confidence level Z=1.645 thus 
any value greater than 1.645 enables the rejection of the null hypothesis. 
Of the thirty five (35) Z values in the table only two (2) are less 
than 1.645 thus the null hypothesis is rejected and It is possible to state with a 
. 95 confidence that means of Canadian 
born are not equal to non-Canadian born 
i. e. by year of arrival. 
In examining Table 6.6.3 the null. hypothesis is that the mean of 
the total population equals the means of each segment of mother tongue. The 
1ý 
following table represents the calculation of the "standard error of the difference 
between two means" (Z value) as detailed previously: 
Table 6.6.10 
Standard Error of Difference between 
Total Population and Various Mother Tongues 
MOTHER I TOTILI JHSHLD. FURN. 
TONGUE EXPEND. FOOD SHELTER OPS. & CLOTH. AUTO 
I JEQUIP. II 
English 0.472 5.670 1.179 2.381 0.628 2.716 0.218 
French 1.381 11.124 7.067 3.430 2.135 6.538 1.098 
German 0.269 3.107 2.275 5.186 1.735 2.704 0.793 
Ukranian 2.987 5.378 3.423 3.318 1.275 0.959 1.682 
Italian 5.358 9.928 5.499 0.882 3.454 4.727 0.282 
Dutch 3.397 1.990 2.985 0.489 1.833 1.141 2.131 
Polish 1.295 1.178 0.467 2.208 0.277 1.333 0.586 
Other 0.677 
1 
1.267 2.145 
1 
2.513 2.288 3.094 0.144 
- (Source means as calculated in 
Appendix F and summarized in Table 6.6.3) 
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As stated on the previous page at the. 95 confidence level 
Z=1.645 thus any greater value enables the rejection of the null hypothesis. 
Of the fifty six (56) Z calculations on the table, thirty three (33) 
are greater than 1.645. If the expenditure categories are examined then the 
five categories Food, Shelter, Household Operation, Furniture and Clothing 
all contain more Z values greater than 1.645 than less than 1.645 and thus 
perhaps the null hypothesis could be rejected. However if the mother tongue 
categories are examined then French, German, Ukrantan, Italian and Dutch 
all clearly have more Z values greater than 1.645 than Z values of less than 
1.645. The "Other" category of mother tongue contains about an equal share 
of Z values greater and less than 1.645. While the English and Polish categ- 
ories contain more Z values less than 1.645 than Z values greater than 1.645. 
Thus as with Country of Origin the null hypothesis is rejected but further 
research is indicated. 
To recap the researcher has rejected the null hypothesis in six (6) 
of the eight (8) mother tongue categories and can state with . 95 confidence that 
mean expenditures for the population do not equal the mean expenditures of the 
various mother tongue segmentations. 
As stated previously this Is the initial step In the reanalysis and 
further research Is indicated. However the analysis has found that significant 
differences do exist between Canadian born and Country of Origin; between 
Canadian born and Year of Arrival; and between the total population and Mother 
Tongue. This finding is compatible with Nielson's findings as discussed in 
Chapter 5, however the diffcrences are not completely clear In at least the 
Country of Origin and Mother Tongue categories and therefore continued re- 
analysis is warranted. 
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6.7 Establishing Codes for Expenditure Categorle 
Once the preliminary analysis of the printout from BREAKDOWN 
began it became evident that in order to facilitate further utilization of S. P. S. S. 
programs a second magnetic tape of summarized data would be necessary. 
This second tape would have to contain codes for expenditure categories rather 
than actual dollar amounts, so that other S. P. S. S. subroutines such as FASTAB-S' 
could be utilized. Accordingly exTenditure category codes were established 
for each of the following: Total Expenditures; Food; Shelter; Household 
Operations; Furniture and Equipment; Clothing; and Automobile Purchases 
(please refer to Appendix C for details. ) The categories established utlized 
the mean and standard deviation information generated by BREAIMOWN, and 
contained herein as Appendix F. 
6.8 S. P. S. S. "FASTABS" 
As a secondary level of analysis, once the magnet tape file was 
created which established expenditure categories for each record, the decision 
was made to perform the S. P. S. S. subroutine FASTABS, Appendix G contained 
herein Is the computer printout. FASTABS "permits the user to compute 
bivariate joint frequency distributions by varying levels of control variables". 
In addition to producing cross tabulation tables this subroutine also calculates 
the following related statistics which will be discussed In detail below: Chi 
Square; Cramers V; Cbntingency Coefficient; Kendall's Tau B; Kendall's 
Tau C; Gamma; Somerts D; and Eta. FASTABS was utilized to produce two 
way cross tabulations of each of the expenditure categories (rotal Expenditures, 
Food, Shelter, Household Operations, Furniture, Clothing, and Automobile 
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Purchases) by each of the coded elements (Country of Ortgin, Year of Arrival 
Mother Tongue, Income, Stage in Life Cycle, Home Ownership, Occupation 
and Education). Family size was not included in view of Nielson's previously 
noted findings, the above noted results from DREAIMOWN and the apparent 
difficulties Statistics Canada experienced in utilizing this element of data. 
6.9 "FASTABS" Statistics Generated 
A feature of the subroutine FASTABS is that the programmer has 
the option of computing various measures of association. The researcher chose 
to include all of the statistics available in the subroutine as discussed below 
inasmuch as Statistics Canada was unable to comply with a request for only 
certain of the measures of association. 
6.9.1 Chi-Square 
The Chi-Square statistic printed below the FASTABS table Is 
X2 =E 
(Oij - Eij)2 
i1i Elj 
a measure of the difference between the observed cell values Oij and the cell 
values EIj, that would be expected to occur if the null hypothesis, that the two 
variables under consideration were independent, were true. 
6.9.2 Cramer's V 
The Cramer's V statistic printed below the-FASTABS table is a 
Phi Statistic adjusted because it is not a2x2 table, and therefore would not 
have an upper limit. The Phi statistic corrects the value of Chi-square because 
-142- 
of a large sized sample in order to create a value from zero (0) to one (1). 
Zero indicates no relationship, while one Is a perfect relationship. 
6.9.3 Contingency Coefficient 
The contingency coefficient printed below the FASTABS tablcs 
adjusts Chi-square for Chi-square plus the number of cases of observations 
in order to create a value from zero (0) to one (1). Zero indicates no relation- 
ship while one is a perfect relationship. 
6.9.4 Lambda 
Lambda measures the percentage of Improvement in predicting 
the value of the dependent variable once the value of the independent variable 
is known and is based on the assumption that the best strategy for prediction 
is to select the category with the most cases since this will minimize the 
number of wrong guesses. The symmetric LAMBDA is a kind of averaging of 
Lambda computed for each variable making no assumptions about which variable 
Is Independent. The maximum value of one (1) occurs when prediction can be 
made without error, while zero (0) means no Improvement in prediction. 
6.9.5 Uncertainty Coefficient 
This statistic Is similar to Lambda and Is the proportion by which 
uncertainty In the dependent variable is reduced by Imowledge of the Independent 
variable, however the entire distribution of variables is considered whereas 
Lambda considers only the category with the most cases. The symmetric 1, 
uncertainty coefficient measures the proportional reduction in uncertainty by 
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Imowing the joint distributions of cases. The maximum value of one (1) denotes 
complete elimination of uncertainty while zero (0) indicates no elimination or 
improvement. 
6.9.6 Kendall's Tau 
The calculation of this measure of association utilizes the Infor- I 
mation about the ordering of categories of variables by considering every pos- 
sible "pair" of cases in the table. Each pair is checked to see if their relative 
ordering on the first variable is the same (concordant) as. their relative ordering 
on the second variable or if they are reversed (discordant). Zero (0) value 
indicates no association while a value of one (1) is complete association. 
Tau B is calculated with square tables and Tau C for rectangular 
tables and both are valid only with ordinal variables. 
6.9.7 Gamma 
Like Kendall's Tau, the Gamma measure of association utilizes 
information concerning "pairs" of cases. It Is the number of concordant pairs 
minus the number of discordant pairs divided by the total number of united 
pairs. A value of one (1) denotes complete association while a zero (0) value 
indicates no association. 
6.9.8 Somer's D 
This measure of association like Kendall's Tau utilizes "pairs" 
of cases but includes a column or row count depending upon which variable 
is considered the dependent variable. The symmetric version does not consider 
which variable is dependent and which independent. The value rank and meaning 
are similar to Kendall's Tau and Gamma. 
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6.9.9 Eta 
Eta is a measure of association used when the independent variable 
is nominal and the dependent variable is interval or ratio thus the Eta statistic 
printed below the FASTABS table which is to be used is for the expenditure 
category as dependent. 
6.10 "FASTABS" results 
The following are tables composed of the statistics generated by 
the various two way FASTABS TABLES: (contained herein in Appendix G) 
., 
i 
Table 6.10.1 - Chi-square (Please see note 1) 
CTYORIG YRARRIV MOTHERT INCOME LIFCYCL TENURE OCCUPAT EDUCAT 
CDTOT 518 1,086 232 32,428 7,084 3,149 7,179 3,537 
CDFOOD 478 780 428 8,636 8,711 1,904 3,093 436 
CDSH 354 688 268 6,729 2,023 6,783 3,307 3,174 
CDHS 308 487 193 7,798 3,710 2,862 3,031 2,425 
CDFU 324 454 183 4,276 2,590 1,696 2,069 1,004 
CDFL 427 815 267 10,336 6,264 1,587 4,295 1,404 
CDCAR 160(l) 126 106 
(2) 1,250 543 157 556 264 
(') 0.0070 
(2) 0.0005 
Note 1 
For all Chi-square values except two (as noted) in table G. lo. 1 
the significance value Is 0.0. This would under normal circum- 
stances be taken to mean that we would reject the null hypothesis 
and accept the alternate hypothesis with 99.9% confidence. Never- 
theless It should be noted that in many cases the expected cell 
frequencies are less than five (5) which makes the comparison of 
the calculated chi-square with the theoretical chi-square a dubiom; 
exercise, However this is. discussed in more detail later. 
4 
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Table 6.10.2 - Cramer's V 
CTYORIG YRARRIV MOTHERT INCOME LIFCYCL TENURE OCCUPAT EDUCAT 
CDTOT - 05613 . 10995 . 04401 . 44368 . 22926 . 20510 . 20409 . 17183 
CDFOOD . 07295 '09323 . 06904 . 31003 . 31136 . 15947 . 18579 . 06972 
CDSH . 06282 . 08751 . 05463 . 27367 . 15006 . 30098 . 19211 . 18796 
CDHS . 05075 . 07362 . 04016 . 25513 . 17598 . 19550 . 15929 . 14228 
CDFU . 04252 . 07109 . 03917 . 16112 . 13863 . 15053; . 10746 . 09156 
CDCL . 05344 . 09524 . 04723 . 26272 . 21560 . 14561 . 16958 . 10828 
CDCAR . 03660 . 03745 . 02975 . 10215 . 06732 . 04582 .. 
06827 . 04703 
Table 6.10.3 - Contingency Coefficient 
CTYORIG YRARRIV MOTHERT INCOME- LIFCYCL TENURE OCCUPAT EDUCAT 
CDTOT . 18301 . 26006 . 12352 . 82709 . 56669 . 41687 . 56976 . 43711 
CDFOOD . 17590 . 22263 . 16675 . 60479 . 60643 . 33586 . 41422 . 16834 
CDSH . 15208 . 20959 . 13263 . 55682 . 34500 . 55834 . 42579 . 41821 
CDHS . 14208 . 17747 . 11287 . 58516 . 44560 . 40056 . 41077 . 37333 
CDFU . 14571 . 17154 . 11011 . 47130 . 38400 . 31902 . 34886 . 25070 
CDCL . 16663 . 27718 . 13241 . 63903 . 54309 . 30959 . 47258 . 29283 
CDCAR . 10298 . 09135 . 08385 . 27757 . 18706 . 10193 . 18958 . 13185 
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Table 6.10.4 - Lamda (Symmetric) 
CTYORIG YRARRIV MOTHERT INCOME EIFCYCL TENURE OCCUPAT EDUCAT 
CDTOT . 00425 . 01063 . 00224 . 30812 . 07368 . 07912 . 12283 . 05163 
CDFOOD . 00891 . 01394 . 00293 i10775 . 09808 . 03333 . 07205 . 00418 
CDSH . 00475 . 00943 . 00205 . 07832 . 02022 . 18392 . 05997 . 04545 
CDHS . 01068 . 01285 . 00586 . 09427 . 05048 . 06629 . 07379 . 0472-6 
CDFU . 00023 .0 . 00013 . 03482 . 01373 . 01824 . 03930 . 00485 
CDCL . 01064 . 01854 . 00242 . 12718 . 09108 . 04867 . 09944 . 03449 
CDCAR .0 .0 .0 . 02245 . 00213 . 00527 . 02437 .0 
Table -6.10.5 - Uncertainty Coefficient (Symmetric) 
CTYORIG YRARRIV MOTHERT INCOME LIFCYCL TENURE OCCUPAT EDUCAT 
CDTOT . 00974 . 02121 . 00450 . 35375 . 09117 . 05816 . 09829 . 04936 
CDFOOD . 01125 . 01978 . 00987 . 13051 . 13176 . 04108 . 05213 . 00802 
CDSH . 00842 . 01802 . 00664 . 10425 . 03566 . 14846 . 05565 . 05641 
CDHS . 00721 . 01179 . 00437 . 11476 . 05449 . 05018 . 04922 . 04111 
CDFU . 00630 . 00986 . 00365 . 06187 . 04135 . 03184 . 03187 . 01617 
CDCL . 00946 . 01795 . 00558 . 14000 . 09354 . 03232 . 06303 . 02313 
CDCAR . 00545 . 00502 . 00399 . 02547 . 01393 . 00480 01280 00659 
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Table 6.10.6 - Somers' D (Symmetric) 
CTYORIG YRARRIV MOTHERT INCOME I LIFECYL TENURE OCCUPAT EDUCAT 
CDTOT - 00056 . 01147 . 00589 . 79159 . 04383 . 07642 . 37421 . 31450 
CDFOOD . 03356 . 02851 . 06686 . 50717 . 18663 . 02985 . 22462 . 09986 
CDSH . 05453 . 06540 . 00561 . 46767 . 00571 . 22440 . 28559 . 33201 
CDHS . 01730 . 00574 . 05716 . 48951 . 04025 . 07292 . 28724 . 28715 
CDFU . 01550 . 02697 . 01616 . 36994 . 01164 . 02440 . 21313 . 17729 
CDCL . 04777 . 04121 . 02927 . 53674 . 09952 . 02773 . 30480 . 20578 
CDCAR . 01083 . 00648 . 01812 . 17621 . 00770 . 00297 . 09610 . 07647 
Table 6.10.7 - Ganna 
CTYORIG YRARRIV MOTHERT INCOME LIFECYL TENURE OCCUPAT EDUCAT 
CDTOT . 00109 . 02250 . 00870 . 84797 . 04893 . 09496 . 41563 . 36195 
CDFOOD . 06754 . 05787 . 10337 . 59101 . 22180 . 03946 . 26826 . 12307 
CDSH . 11007 . 13410 . 00883 . 55217 . 00693 . 29062 . 34480 . 41049 
CDHS . 03467 . 01160 . 08811 . 56127 . 04735 . 09454 . 33715 . 34636 
CDFU 
. 03092 . 04419 . 02471 . 42222 . 01370 . 03170 . 24848 . 21372 
CDCL 
. 09501 . 08257 . 04413 . 59985 . 11443 . 03546 . 34869 . 24417 
CDCAR 
. 03272 . 01963 . 04595 . 36521 1 . 
01646 . 00668 . 20102 . 16432 
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Table : 6.10.8 - Kendall's Tati B 
CTYORIG YRARRIV MOTHERT INCOME LIFECYL TENURE OCCUPAT EDUCAT 
CDTOT . 00062 . 01278 . 00610 . 79154 . 04384 . 07700 . 37432 . 31490 
CDFOOD . 03627 . 03089 . 06814 . 50832 . 18682 . 02990 . 22483 . 09987 
CDSH . 05869 . 07112 . 00570 . 46901 . 00572 . 22463 . 28601 . 33215 
CDHS . 01882 . 00626 . 05846 . 49006 . 04026 . 07312 . 28734 . 28715 
CDFU . 01688 . 02400 . 01654 . 37031 . 01165 . 02447 . 21318 . 17729 
CDCL . 05238 . 04531 . 03006 . 53695 . 09952 . 02784 . 30481 . 20582 
CDCAR . 01084 . 00648 . 01873 . 20041 . 00868 . 00321 . 10819 . 08511 
Table -6.10.9 - Kendall's Tau C 
CTYORIG YRARRIV MOTHERT INCOME LIFECYL TENURE OCCUPAT EDUCAT 
CDTOT . 00039 . 00846 . 00481 . 78504 . 04345 . 07443 **36329 . 30715 
CDFOOD . 02262 . 01913 . 05209 . 50398 . 18177 . 02702 . 21817 . 09445 
CDSH . 03619 . 04354 . 00431 . 45992 . 00551 . 20074 . 27445 . 31061 
CDHS . 01151 . 00394 . 04384 . 47667 . 03842 . 06721 . 27350 . 26636 
CDFU . 00997 . 01515 . 01243 . 35015 . 01101 . 02255 . 19588 . 16487 
CDCL . 03193 . 02909 . 02297 . 52054 . 09562 . 02609 . 28916 . 19461 
CDCAR . 00414 . 00877 . 00877 . 12174 . 00517 . 00184 . 06432 . 04930 
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The preceding measures of association consistently appear to 
result in the following ordering of elements for the category of "total expend- 
itures": 
1. Income 
2. Occupation 
Lifecycle Stage 
4. Education 
5. Home Ownership 
6. Year of Arrival 
7. Country of Origin 
8. Mother Tongue 
Within certain of the expenditure categories this ordering varies, 
however the top four elements remain Income, Occupation, Stage in Lifecycle 
and Home Ownership. The lowest ranking three elements appear to be Year 
of Arrival, Country of Origin and Mother Tongue. The element Education does 
seem to vary in association across expenditure categories. 
However because there are large numbers of cells within each 
of the tables, calculated by Fastabs as attached in Appendix G, which contain 
values less than five the above rank ordering of the elements must be treated 
as preliminary and further calculations must be performed to validate the rank 
order. 
6.11 Subsample Necessity 
The previously noted restrictions and operational constraints 
established by Statistics Canada officials, were acceptable to the researcher 
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in order to reach the objective of access to the Statistics Canada data. Unfor- 
tunately It quickly became evident that very real difficulties existed in the 
arrangement and the originally estimated time factor of three months for the 
reanalysis had increased to the extent that as of January 1,1976 after worldng 
closely for six months with Statistics Canada the researcher was uncertain if 
the planned reanalysis could be completed because of various delays and 
difficulties experienced by Statistics Canada. 
In addition the researcher was experiencing a problem concerning 
apparently uncontrollable costs. By the above noted date the original cost 
estimates made by Statistics Canada had been exceeded to the extent of quad- 
rupling and totalled several hundred pounds. 
In light of these factors the researcher decided that a continued 
relationship with Statistics Canada was impractical, even though the extent of 
the reanalysis was not as thorough as had been expected and planned for. 
However , before terminating the contact with 
Statistics Canada the researcher 
was able to obtain a subsample of 599 of the original 14,976 records. This 
subsample was provided on the basis that the researcher was not informed as 
tohow the subsample was chosen and because it would be impossible for anyone 
to trace back any of the data to the original family which provided the Information 
to Statistics Canada. (The researcher surmises that the subsample consists of 
every twenty fifth record encountered on the data file of 14,976. ) 
In this manner the researcher was able to'carry on the analysis on 
the assumption that the subsample was representative of the original data file. 
Although this assumption is open to criticism there was no evidence available to 
suggest that the assumption was invalid and no other practical manner was 
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available to enable the continued analysis of the macro data. 
6.12 Conclusions 
At this stage of the analysis of the Statistics Canada data it is 
possible to state on a preliminary basis only and subject to validation that as 
a result of the statistical measures of association calculated above the four 
elements with consistently the highest association are Income, Occupation, 
Stage In Life and Home Ownership. Education does indicate a relatively high 
association In certain expenditure categories. However of all the expenditure 
unit characteristics included in the study the elements that consistently had the 
lowest "-ssociation were Year of Arrival, Country of Origin and Mother Tongue. 
Therefore to recap the situation, at this stage in the analysis we 
have found that a significant difference in expenditures exists between Canadian 
born households and households with an ethnic background (Country of Origin), 
and between Canadian born households and immigrants by Year of Arrival, and 
to a lesper extent between the total population and Mother Tongue. This would 
appear to be consistent with Nielson's findings as detailed in Chapter 5. 
In addition however we have now tentatively established that the 
highest statistical measurements of association with expenditures appear to 
occur for the elements: 
Income 
Occupation 
Stage In Life 
Home Ownership 
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That a relatively high association occurs with: 
Education 
But that the lowest association consistently occurs with the 
elements: 
Year of Arrival 
Country of Origin 
Mother Tongue 
Therefore continued analysis to validate or alter this rank 
ordering of association is warranted. 
Chapter 7 
Sub Sample Analysis 
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7.0 Sub- Sample Analysis 
As noted previously due to the unexpected difficulties encountered 
with Statistics Canada it became necessary to carry on further analysis utilizing 
a sub-sample of five hundred and ninety nine (599) of the records from the orig- 
inal fourteen thousand nine hundred and seventy six (14,976) records on the data 
f ite. 
The purpose of this Chapter Is to continue the discussion of the 
analysis of the sub-sample in order to validate the rank ordering of elements 
including Country of Origin (ethnic background) in order of association In relation 
to expenditure patterns. 
1 Rationale for Continued Analyst 
In Chapter 6a detailed analysis of the results produced by the 
S. P. S. S. sub routine "FASTABS" (Appendix G) was not undertaken because 
the various two way tables that were calculated Included an extremely large 
number of cells where the expected frequencies were zero (0) or one (1). As 
previously noted "a relatively safe rule followed by many statisticians is to 
use the chi-square criterion only when rDw of the expected frequencies are less 
than five (5)". Therefore the researcher believed the results from Appendix 
G were open to valid criticism and further analysis of the data was indicated. 
7.2 Methodology 
The further analysis of the data (now utilizing the sub-sample) 
was carried out by combining classifications contained in the two-way tables 
generated by FASTABS (i. e. A*ppendix G) in such a way as to ensure that mean- 
ingful classifications were retained but that the expected frequencies for any cell 
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in the new two-way tables (i. e. FASTABS run a second time) would be equal to 
or greater than five (5). Table 7.2 on the following page contains this calcula- 
I 
tion of the expected frequencies. 
After analyzing Table 7.2 and the results of the two-way tables 
and the statistics of association generated by the second run of FASTABS 
(included as Appendix H), there were still certain cells that contained expected 
frequencies of less than five (5). Therefore the researcher carried out a fur- 
ther combining of classifications to rerun FASTABS for a third time in order 
to ensure that the results would be useful. 
However this third run (included as Appendix I) may be viewed as 
being over cautious or "too conservative", for as Cochran (1954) noted in his 
article concerning the X2 test there should be relatively few with less than 
an expected frequency of five "say one cell out of five or more, or two cells 
out of ten or more, then a minimum expectation of one (1) is allowable in com- 
puting Chi-square". 
7.3 ]Results 
Tables 7.4.1 through 7.4.7 were prepared based on the results 
of the two-way tables and statistics of association generated by the second and 
third runs of FASTABS included as Appendix H, and Appendix 1. These tables 
present In a concise yet meaningful manner the results of the sub-sample analysis. 
7.4 Statistics of Association Utilized 
Although the reruns of FASTABS i. e. Appendix 11 and Appendix 1, 
I contain 
all of the statistical measures of association that were previously 
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generated in Appendix G and were discussed in some detail in Chapter 6, the 
I 
researcher has utilized only certain of these statistics in preparing Tables 
7.4.1 through 7.4.6 in order to simplify these Tables and aid or clarify the 
analysis. The statistics chosen are noted as follows and were chosen as the 
most appropriate given the type of data being analyzed. 
The statistical calculations utilized in Tables 7.4.1 through 
7.4.7 are as explained below: 
1. The generally accepted significance level of . 05 is being used Le. the 
null hypothesis Ho is rejected if the critical significance level is less than . 05 
and is not rejected if it is greater than . 05 Le. the null hypothesis falls to 
reject because there is insufficient evidence to reject it. 
2. A critical significance level of 0.0 is to be read as a confidence level of 
99.9%. 
X2 
3. Cramer's V whose d= the minimum of the number of 
Nd 
rows and number of columns minus 1. 
. 4. Contingency Coefficient 
X2 
X2 
+N 
5. Kendall's Tau: The value is not given if it is not valid I. e. if the variables 
are not ordinal, or if it is not significant using the . 05 significance level. 
Where the value Is given it is Tau B or Tau C accordingly as the table is 
square or rectangular. 
I 
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6. Eta : this statistic requires that the dependent variable be Interval or 
ratio and so the eta statistic is given for the expenditure category as dependent. 
7. The values in the square brackets II are the values obtained when a 
second computer run was made where cells were combined or omitted in 
order to conform to the rule which is stated as follows: "a relatively safe 
rule followed by many statisticians is to use the chi-square criterion only 
when none of the expected frequepcies are less than 511. Table 7.2 gives the 
value of the minimum expected frequency if it Is less five and the corres- 
ponding value in the second computer run. The second computer run 
combined German and Italian for Mother Tongue and omitted Mixed Tenure 
for Tenure. 
An article by Cochran (1954), (as previously mentioned) concer- 
ning the X2 test states that the recommendation, the minimum value of five 
for the expected frequencies is "too conservative" and recommends, that 
there should be relatively few less than five "say In 1 cell out of 5 or more, 
or 2 cells out of 10 or more, then a minimum expectation of I Is allowable in 
computing chi-square". 
7.5 Conclusions 
Table 7.4.7 Is in reality a summarization of the results of the 
reanalysis of the sub-sample data. Each of the eight classifications of the 
spending unit is shown in the appropriate rank ordering obtained by anslysis 
of each expenditure category. It is very clear from this analysis that overall 
ranking of country of origin is the last of the eight class If ications. 
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Therefore to repeat, the objective of this thesis (as noted in 
Chapter 2) is to examine ethnic background to establish if it should be con- 
sidered one of the social influences which affect consumer behaviour. The 
preceding analysis clearly establishes the following rank ordering of social 
influences : 
1. Income 
2. Occupation 
3. Stage in Life Cycle 
4. Home Ownership 
5. Year of Arrival 
6. Education 
7. Mother Tongue 
8. Country of Origin 
Thus the researcher can state that ethnic background is not a 
major social influence which affects Consumer Behaviour on a macro level. 
That is to say that the data gathered from nationally representative Canadian 
households concerning their expenditures as analyzed above Indicates that of 
the eight (8) classifications used in the analysis, Country of Origin or ethnic 
background ranked lowest overall in influence on the expenditure behaviour 
of the households responding to the survey. 
0 
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8.0 Micro Vlewj2oint -A New Direction 
The preceding analysis of data In Chapters 5,6 and 7 could 
possibly be viewed as meeting the objective of this study i. e. the examination 
of ethnic background to establish if it should be considered one of the social 
influences which affect consumer behaviour. And, although a detailed dis- 
cussion of the conclusions of the study occurs In the next Chapter, it is approp- 
riate at this point, to note that the conclusions relating to the macro data 
analysis were not as originally expected by the researcher in that although 
there Is a significant relationship between ethnic background and consumer 
behaviour the relationship does not appear to be a major one. 
However in spite of, or perhaps because of this lack of reaching 
the expected conclusions the researcher continued to be somewhat sceptical, 
in that differences in pre-purchasing behaviour of individual families of dif- 
fering ethnic backgrounds did appear to be observable albeit on a casual or 
unscientific basis. For these reasons the researcher was concerned about 
the possibility of the macro data aggregation, which utilized relatively broad 
expenditure categories, negating or obscuring any possible effects which ethnic 
background might have. Therefore the decision was made to provide a new 
direction to the study by gathering additional data on a new level utilizing 
individual households (families) in the City of Sudbury, which Is located in 
North Eastern Ontario. The purposes of this Chapter therefore are firstly 
to explain the viewpoint and procedure utilized in gathering this micro data, 
secondly to report the analysis of the data gathered and thirdly to suggest 
some conclusions and limitations. 
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8.1 Exploratory Approach to Analyze Local Environment 
The researcher viewed the gathering and analysis of micro date 
concerning a localized environment as exploratory. That is to say that the 
researcher did not attempt to design and execute a definitive study utilizing 
a stated hypothesis. The exploratory approach was considered more approp- 
riate in view of the results of the analysis of the macro data which did not fully 
substantiate the main hypothesis of this study. 
However it is possible to state that an implied hypothesis existed, 
in that the researcher did have certain expectations. These expectations were, 
firstly that the micro survey might indicate some aspects of the behaviour of 
families (with an ethnic background) prior to the actual purchasing act, which 
differed greatly from the pre-purchasing behaviour of native born families and 
thus indicate the possibility of ethnic background exerting a major influence 
on pre-purchasing activities , and secondly that the purchasing behaviour 
exhibited by families in the micro survey would either substantiate the con- 
clusiong reached as a result of the macro level analysis, or would be so substan- 
tially different when comparing the native born families and ethnic background 
families that the conclusions reached as a result of the macro level analysis 
would have to be questioned or perhaps modified. 
The utilization of an exploratory viewpoint allowed the researcher 
greater flexibility in approach. This flexibility was viewed as necessary in 
order that a broad objective might be adopted for the micro survey. This 
objective is to test the feasibility of gathering more detailed data concerning 
the behaviour of families at the micro level both in relation to their purchasing 
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patterns but more specifically in relation to their pre-purcha. sing behaviour. 
I 
The continuation of research at the micro level would be considered at a later 
date if indications were found in this exploratory study that additional research 
was warranted and would be useful. 
8.2 Procedures 
In order to gather micro data from Individual households wherein 
an ethnic background relevant to the study existed, a method for contacting 
these households had to be devised. Once the contact methodology was in oper- 
ation the next stage would be to perform a relatively lengthy interview, i. e. 
administer a general form of questionnaire and attempt to initiate In-depth 
discussion. 
There are three methods for contacting and questioning respon- 
dents: by telephone; by mail or in person. Inasmuch as this project is con- 
cerned with certain specific ethnic backgrounds It was decided that the first two 
methodq would be inappropriate. The telephone interview technique whereby 
a randomly selected list of names is generated from a list of telephone subs- 
cribers would in reality have to contain a very large number of households to 
include sufficient numbers of households of the required ethnic backgrounds. 
For example if the general population of metropolitan Sudbury contained one 
percent (1%) of people with a Greek background and we wished to contact 10 
Greek families it would require the generation of a randomly selected list of 
some 1000 households to contain 10 of Greek background; some of which would 
likely be unwilling to cooperate. Thus a large nurnber of unproductive telephone 
calls would likely be required to isolate those respondents of interest to the study. 
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Similarly the mailed questionnaire sent to a list of houseýolds randomly gener- 
ated from census tract data or voters lists would also require a very large 
number of households in order to Include sufficient numbers of households of 
the required ethnic backgrounds, especially since mail questionnaires are 
known to generate very low response rate frequencies. In addition both the 
telephone and mail questionnaire techniques are ijnpersonal and would not 
enable the researcher to question the husband and wife separately and In Isolation , 
or In great length or depth, all of which were considered to be Important in the 
quest for useful data both quantitative and qualitative. 
Therefore the personal interview technique was considered the 
most appropriate interview technique of the three, considering the nature of 
the research project. However by making this choice of personal interviews 
the researcher was faced with the problem of contacting and gaining the cooper- 
ation of sufficient numbers of households which were of the required ethnic back- 
ground characteristics. 
In order to reach the individual households wherein an ethnic back- 
ground relevant to the study existed, contact was initiated through social clubs. 
That is to say the researcher approached the elected officers of various social 
clubs whose membership consisted of a single ethnic background i. e. Italian, 
German, Finnish, etc. which existed in the City of Sudbury. The general nature 
of the type of research project was explained to these officials and a request for 
their cooperation and approval made. -The exact objectives of the research was 
not divulged In order to avoid biased results. Once these elected officials 
approved the project they were requested to supply the names of ten (10) families 
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who would be willing to become involved in the project. In addition the officials 
were requested to contact each of these families for their concurrence prior to 
supplying the researcher with the family name. In a number of Instances this 
was not performed and some difficulties did occur in that a number of families 
did not consent to involvement once the researcher contacted them. It is also 
relevant to note that some social clubs would not cooperate or approve the 
project. 
This aspect of the research, arranging the appropriate number of 0 
responding households, was expected to present little difficulty and occupy only 
a few weeks of the researcher's time. However In actuality gaining the cooper- 
ation of the various ethnically oriented social clubs and/or several member 
families from each club proved to be difficult and involved lengthy periods of 
preliminary activity prior to the actual interview with each household to gather 
the relevant data. Sternlieb (1968) stated his experience with this problem of 
Interviewing Immigrant ethnic minorities as follows: 
11 One of the greatest difficulties is coping with ... remnants 
of earlier immigrant groups - typically whites and ... of Italian, Irish, German, Jewish and many other extractions. 
These individuals are difficult to interview, first because 
of language barriers, and second because of a fear of opening 
the door and answering questions for strangers, on a straight 
probability base interview study, the grpatest proportion of 
rejections will be found among this group rather than among 
negroes. " 
Once the agreement for involvement with a household was reached 
an appointment was made to conduct an interview. Whenever feasiblo the inter- 
view was scheduled in the home of the responding household in the evening. 
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The interviews were conducted concurrently with the husband 
and wife In separate rooms whenever possible, or at least in Isolation if sepa- 
ration was impossible. The interviews were carried out with the assistance of 
several senior students enrolled In a Consumer Behaviour course at Laurentian 
University who were thoroughly briefed by the researcher. A questionnaire 
(discussed below) was developed to aid the researcher during the interview, 
however, respondents were encouraged to discuss freely all aspects of their 
purchase decision making activities. 
8.3 Design of Questionnaire 
A questionnaire (Appendix D) was designed to ensure that relatively 
similar interviews would occur and that the data gathered would have some 
uniformity. The initial data Nvas demographic in nature and intended to supply 
the researcher with certain categories similar to the Macro data previously 
utilized, Le. country of origin, year of arrival, age of head of household, and 
so on. The remaining data was classified under five general headings, Small 
Appliance Ownership, Grocery Purchasing, Clothing Purchasing, Automobile 
Purchasing and Hobby and Free Time Activities. 
The three purchasing activities, Grocery, Clothing and Automobile, 
in addition to being three of the expenditure categories used in the macro analysis, 
were included in order to allow the respondents to interact with the researcher 
concerning their activities in more than a single purchase situation in the belief 
that utilizing only one purchasing situation would be insufficient. It was the 
researcher's expectation that female respondents would spend correspondingly 
more time on groceries, less on clothing and least on the automobile category. 
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Conversely the reverse ordering was the expectation for male respondents. 
These three purchasing categories were included because of the 
belief that ethnic background might affect these activities. For example, Lee 
(1968) made the following observation : 
11 Culture sets the stage for what the individual will select 
out of a whole range of edibles and call food at what times 
of the day, and for what aspects of this food lie will find 
good and satisfying. 11 
The small appliances category was included because it was expected 
that it would be a good initial category to lead respondents into the Interview and 
familiarize them with procedures. It also would allow for relatively simple 
quantification and comparison of results. The category of I'llobby and Free Time 
Activity" was included with the expectation that the cultural values of a family 
with an ethnic background might influence the way the family spends this free 
time. 
In general few aspects of the questionnaire were designed to lend 
themselves readily to quantification, instead the majority of the questionnaire 
was designed in the attempt to foster in-depth discussion and thus analysis of a 
qualitative nature will be In the majority. 
8.4 Preliminary Test 
Six (6) households were utilized in order to pýctcst the questionnaire 
and to develop Interview techniques. The original intent of the researcher was 
to utilize a tape recorder for each Interview whichwould become the record of 
the interview. The questionnaire was intended to be a guide which would ensure 
a uniform approach would occur during each interview. 
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It quickly became evident that although not faced with open hos- 
tility the research was generally viewed by respondents with apprehension. 
Usually this apprehension would be attributed to a lack of knowledge concerning 
the research methodology and what exact form the interview would take, thus 
an initial distrust and anxiety. However once the researcher had explained 
the methods and attempted to ease any feelings of anxiety a general attitude of 
cooperation was uniformly achieved. However It was found that a request to 
tape record the interview plus the physical presence of the recorder produced 
a highly negative reaction. For these reasons the intention to record each inter- 
view was abandoned. Instead the respondents' answers were recorded by the 
researcher on each questionnaire. In addition Immediately following each inter- 
view the researcher made appropriate detailed notations and these notes plus 
the completed questionnaire became the record of the interview. 
No major revision to the questionnaire was found to be necessary 
as a result of the pretest. Certain wordings were clarified and omissions 
rectified as a result of respondents' observations or questions concerning exact 
meanings. Also the researcher noted that certain questions produced a strong 
reaction (often negative) from some respondents which could be softened if the 
question was elaborated upon by the nesearcher. For example, question ten (10) 
on page three (3) which Is, "do you think your ethnic background influencep what 
you buy and eat? " could produce a strong reaction if not approached correctly 
by the researcher. Also questign fourteen (14) on page three (3) which is, "Is 
there anything that you can think of that you would buy regularly that would not 
be purchased and eaten by the average Canadian family? ", was deemed a sen- 
sitive question by the researcher. 
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Respondents generally noticed, when being questioned concerning 
their ownership of small appliances, that the questionnaire contained a list of 
these appliances. They reacted by being unwilling or unable to name the small 
I 
appliances owned, instead prcferring. (and often insisting that the list be read 
and a response would then be given for each item on the list. 
As a result of the pretesting it Avas possible to estimate that each 
interview would approximate one hour in duration. This length did seem exces- 
sive to some respondents but not to the extent of refusing cooperation. In fact 
often after an interview was completed the respondents insisted that the resear- 
cher stay on for "tea and cakes" or "drinks" during which the researcher often 
received additional information concerning the decision making process of the 
family. Therefore the decision was taken to retain the lengthy interview and 
the detailed questionnaire. 
8.5 Interview Groups 
The majority of interviews were carried out, usually during the 
evening hours, during the period February 15,1976 to June 1,1976. After the 
preliminary testing of the questionnaire utilizing six (6) households, the follow- 
Ing Interviews were conducted: 
Anglophone Native Canadians 9 
Francophone Native Canadians 9 
Etlinic Background - United Kingdom 8 
Ethnic Background - French - 
Ethnic Background - German 5 
Ethnic Background - Finnish 6 
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Ethnic Background - Spanish 7 
Ethnic Background Italian 8 
Ethnic Background Ukranian 9 
Ethnic Background - Greek 8 
Total 72 
In almost all of the categories a number of households who initi- 
ally cooperated, to the extent of preliminary Involvement up to the point of 
arranging a firm time and place for a personal IntervieW, were not fully inter- 
viewed and thus are not included in the above total, because of time difficulties 
or, In some instances, just were not at home at the prearranged meeting time 
and upon being contacted later were no longer interested. As a result the num- 
bers vary in the categories. 
For details of the basic demographic data of each of the cooperating 
families please refer to Appendix E. 
The analysis of the interviews will be both qualitative and quantita- 
tive. The quantitative analysis will Include various demographic date concerning 
the following aspects of the families interviewed: 
Country of origin 
Year of arrival 
Mother Tongue 
Tilcome 
Stage in Lifecycle 
Home Ownership 
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Occupation 
Education 
Number of small appliances 
Actual Food Expenditure per week 
Budgeted Food Expenditure per week 
Clothing Expenditure per year - Household head 
Clothing Expenditure per year - Spouse 
Clothing Expenditure per year - Children 
Clothing Expenditure per year - Total 
Expenditure Latest Auto Purchased 
Recreational Expenditure per year 
The qualitative analysis will generally include all other aspects of 
the interview and will be discussed under the following general headings: 
Language Vsed in the Home 
Grocery Purchases 
Clothing Purchases -Household head 
Clothing Purchases - Spouse 
Clothing Purchases - Children 
Latest Auto Purchase 
Recreational Activities 
These various analysis sections are now discussed. 
8.6 Qualitative Analys! 
As previously noted there was a great deal of general qualitative 
data gathered as a result of utilizing an In-depth interview with the responding fam- 
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ilies. Ihis was especially so because both the husband and wife were interviewed 
separately. The variety and richness of the data although of great interest and 
use to the study presents some problems in that It is difficult to meaningfully 
relate to the reader all of this data. Instead the researcher is faced with a 
situation where the analysis of necessity must be somewhat restricted and thus 
only the more useful portions of the data gathered will be discussed, therefore 
the several general headings noted previously will be utilized to organize this 
qualitative data. 
By Interviewing the husband and wife separately the situation was 
created whereby differences in answers supplied by each spouse could and fre- 
quantly did occur. This phenomena has been experienced by other researchers, 
and as noted previously (Chapter 4), Haberman and Elinson (19G7) found 40% 
reported different incomes. No attempt has been made to measure the percen- 
tage of different answers supplied by each spouse for the interview questions but 
the frequency of this occurrence was such that the researcher was constantly 
aware of the necessity to take these differences into account. In those Instances 
where the husband and wife answered differently a rule was established in order 
that uniformity of treatment would occur. The rule was based on the researcher's 
impression of the general validity and accuracy of answers supplied by the various 
respondents. Therefore the wife's answer was generally considered the more 
accurate in the categories of small appliances, food purchases and clothing 
purchases. Conversely in the categories of auto purchases and recreational 
activities the husband's answer was taken to be more accurate. In those ques- 
tions where quantitative figures were involved an averaging process was utilized 
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whereby a mean dollar expenditure or time expenditure, etc. was calculated 
using both answers supplied by the spouses. 
8.6.1 Language used in the Home 
The following table illustrates the language usage in the homes of 
the families interviewed and is self explanatory. 
TABLE 8.6.1 
LANGUAGE USED IN THE HOME OF VARIOUS ETHNIC BACKGROUND FAMILIES 
J. " Cd 
U) rq 
-4 'd 
r-4 Cd 
91. 
Cd 
L) 
CIO 
4 -4 
L) 10 
rl Cd 
Q) r. 
P Cd 
P4 U 
4 
VI 
r4 
f-4 
6D 
0 
-4 
r, 
P4 
p 
U 
P4 
-4 
r-4 
Cd 
r4 r. 
Cd 
r, 
Cd I! 
rl 
C) 
V 
$4 
English only 89% 33% 100% 80% 
French only 67% 100% 
Both English and 
French 11% 
Other only 83% 37% 
Other and English 17% 20% 100% 57% 100% 63% 
Other and French 
Other and English 
and French 43% 
These results would appear to indicate that the majority of immigrant families 
interviewed do not continue to use their mother tongue as the exclusive language 
in the home. 
8.6.2 Grocery Purchases 
The table on the following page, Table 8.6.2 summarizes the per- 
tinent aspects of the grocery purchasing data gathered by the survey. There 
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TABLE 8.6.2 
GROCERY PURCHASING OF VARIOUS FAMILIES* 
. rý Cd Cd IC JI, 
4 
. 
U) -4 
H 1: 1 
r. -4 
U ld 
U) 
r4 
(n 
-1 
(j) 
-4 
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V. 
r. Cd 
(1) r4 
r-4 
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2 0 
(is 
V, 
Q) 
r-4 
(d 
"I 
Cd 
Cd 
P 
(L) 
C) 
Cd 
L) 
P td 0 -4 
44 
P 
P4 
P4 
(n 
9 P 
C 
Husband only 23 17 37 12 14 12 12 
Who? Wife only 33 56 62 83 80 67 38 72 25 38 
Family 44 44 38 
-1 
20 1 50 14 63 50 
Daily 12 
How Twice/week 50 60 25 25 12 
Often? Weekly 77 
[77 
77 100 50 40 100 75 86 63 76 
Bi-weekly 23 23 23 23 
- 
1 141 12 
_ 
Type of Separate 89 89 50 50 100 
100 100 100 100 75 
Trip? General 11 11 501 50 1 
- 
25 
Supermarket 
Store only 89 78 75 17 100 100 25 
100 100 75 
Type? Supermarket 
and other 11 22 25 83 1 
75 25 
Monday 0) CL) (L) 
Day Tuesday L) 
Preferred Wednesday 12 ý4 0P P W 0P CL) 0P 
for Thursday 67 45 50 a) 44 Z (1) 4-4 W 44 43 a) 44 Z C) 44 
Shopping? Friday 11 11 38 W $4 a) $4 W $4 50 43 W $4 
Saturday 11 44 PA 
P4 P4 50 14 A., 
Type of Auto 78 78 100 83 100 100 100 86 100 100 
Trans- Bus/Tram 22 22 17 14 
portation Walk 
used? 
List Yes 78 78 100 67 100 33 100 72 75 
Prepared? No 22 22 33 67 28 100 . 
25 
Utilize Yes 67 62 50 
1 60 1100 57 1 
1 63 
Adverts? No 33 38 50 100 40 100 43 100 37 
Fresh 89 100 100 100 100 100 100 '00 '00 100 
Fruit Frozen 33 25 67 
1 
12 
Purchased? Canned 89 33 62 67 28 22 25 
Fresh "9 "9 100 100 100 100 100 100 10 0 100 
Vegetables Frozen 78 89 75 100 
1 
14 11 37 
Purchased? Canned 89 67 62 67 57 33 37 
Shop Yes 89 67 62 17 100 100 100 86 100 86 
Specials No 11 33 38 83 14 14 
Basic I 
Food ingredients 78 45 100 67 100 10 0 100 100 100 1 100 
Prepara- Pre-prepared 22 22 1 
tion Both 33 33 
Number of Families in 
Survey 9 9 8 6 5 3 18 17 9 8_ 
* ALL FIGURES ARE PERCENTAGE FIGURES 
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appears to be some differences comparing native born (N. B. ) families (which 
is a composite of English- Canadian and French-Canadian) with ethnic back- 
ground (E. B. ) families in almost all areas. 
Observations that can be made from analysis of the table are as 
follows: 
1. It appears that N. B. families shop less frequently than do E. B. families. 
2. English, Finnish and Greek E. B. families appear to utilize a general 
shopping trip for grocery purchasing more frequently. than do N. D. families. 
German, French, Spanish and Ul=anian E. B. families appear to utilize 
supermarkets exclusively whereas N. B. families, although primarily 
utilizing supermarkets also exhibit some utilization of other shops as well. 
4. Finnish, German, French, Ukranlan and Greek E. B. families appear to 
have no preferred or regularly utilized shopping days while N. B. families 
do have preferred shopping days. 
5. English, German and Italian E. B. families appear to uniformly prepare 
a shopping list conversely Ulaanian E. B. families do not and the majority 
of French E. B. families do not. However although the majority of N. B. 
families appear to prepare shopping lists some do not. 
6. The majority of N. B. families appear to utilize advertisements In their 
grocery shopping whereas Finnish, French and Ukranian E. B. families do 
not. 
7. German , French . Italian , Spanish, Ukrantan and Greek E. 13. families 
(6 of 8 categ-mries) appear to exhibit a strong preference for fresh fruit 
and little or no acceptance of frozen or canned fruit, whereas. N. B. families 
appear to generally accept fresh, frozen and canned fruit. 
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8. Gorman, French and Italian E. B. families appear to haye a strong pref- 
erence for only fresh vegetables, and Ulixanian E. B. families purchase 
little other than fresh vegetables whereas N. B. families appear to generally 
accept fresh, frozen and canned vegetables. 
9. All E. B. families excepting those of Finnish background appear to have a 
strong preference for utilizing basic ingredients In preparing food whereas 
N. B. families show a greater utilization of pre-prepared foods. 
The above observations are not conclusions in that It is not possible 
to state that ethnic background was the cause of the apparent differences In 
grocery purchasing behaviour exhibited in the data. Conversely, however, we 
cannot dismiss the possibility that ethnic background was a major causal factor. 
It would appear then that further detailed research of a more specific nature 
may be useful concerning grocery purchasing behaviour. 
8.6.3 Clothing Purchases - Head of Household 
Table 8.6.3 which follows, summarizes the appropriate data 
gathered by the survey concerning the clothing purchases for the head of the 
household. 
The following observations are possible as a result of this data 
when comparing the apparent behaviour of ethnic background (E. B. ) families 
with that of native born (N. B. ) families: 
1. N. B. families appear to exhibit a much greater family involvement in the 
clothing purchases of the head of the household than do Finnish, French, 
Italian or Greek E. B. families. 
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TABLE S. 6.3 
CLOTHING FURCIMSES - HEAD OF HOUSEHOIJ)* 
0 
J., Cd 
V) -4 
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V. 
(d 
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r-4 Cd 
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Cd 
-4 
r4 
-4 cli U -4 
r-4 
r4 
0 -! 
4 
Q) 
to r. 
0 Cd 
0 
$4 Cd 
bD 
93 -4 a) P 
(d Cd CU 
W 
W0 ýr4 0 W P4 0 V) ýD 0 
Husband only 22 33 25 67 20 88 88 29 67 33 
Who? Wife only 20 12 12 
Family 78 67 75 33 60 71 33 67 
1 or 2 times 67 67 50 33 40 33 62 71 78 78 
How 3 or 4 times 11 11 12 67 60 67 29 22 22 
Often 5 or 6 times 22 25 38 
Per 7 to 12 times 
Year? 13 to 24 times 11 
25 and over 11 12 
Mode of Auto 89 100 100 100 100 100 100 86 100 100 
Trans- Bus 11 14 
port? Walk 
Department 22 45 38 20 100 22 Store Specialty ' 
56 22 50 100 38 100 22 
Type 7 Both 22 33 12 80 100 621 56 
Budget?. Yes No 100 100 100 100 100 100 
.: 
1W 100 100 100 
Credit only Payment Cash only 11 77 12 83 100 100 100 86 78 89 Method? Both 89 22 88 17 1 14 22 11 
Quality 3 1 2 1 2 1 3 2 1 
Style 1 3 3 1 2 
Fit 2 1 2 1 2 3 1 3 2 
Material 3 3 Imp- Colour 3 
ortant Price 2 3 2 1 Crit Brand 
eria? Other's 
opinion 
Sales person 
Shop location 
Number of families in 
Survey 9 91 81 6] 5 
13 18 17 Lq ý8 
* ALL FIGURES ARE FERCENTAGE FIGURES 
Note: Only the three top rank-ordered criteria are shown in that 
many respondents 
i 
had difficulty ranking past five criteria 
and some past three criteria. 
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2. On comparing the frequency of clothing purchases E ,. B. and N. B. families 
all app, -ar to exhibit a pattern of relative infrequency of purchases. 
3. Almost all the E. B. and N. B. families appear to utilize the family auto 
during the clothing purchases for the head of the household, however the 
meaningfulness of this data is questionable due to various environmental 
factors 1. e. poor public transportation and almost universal automobile 
-ownership by families. 
4. Finnish , German , French , Italian , 
Spanish and Greek E. B. families 
(6 of 8 categories) appear to exhibit a different pattern relating to what 
type of shop is utilized for clothing purchases for the head of household 
than do N. B. families. 
5. It appears that the preparation of and adherence to budgets is not a 
behaviour pattern for either E. B. or N. B. families. 
6. The payment method appeais to vary as between English- Canadian and 
French-Canadian N. B. families about as much as between N. B. and E. B. 
families. However credit is generally not utilized by E. B. families 
except for those of English background. 
7. The criteria of importance when purchasing clothing for the head of the 
household does appear to vary somewhat when comparing N. B. and E. B. 
families. The criteria "style" utilized by N. B. families does not appear 
to be utilized by Finnish, German, Spanish, Ukranian or Greek E. B. 
families. However one other major criteria "fit" i's utilized by N. D. 
families and all E. B. families except French. The "quality" criteria is 
utilized by all families in the survey except the French-Canadian N. B. 
families. Thus the variety of criteria utilized is not large. 
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In summary these observations relating to "clothing purchases - 
head of household" appear to be similar to those made concerning "grocery 
purchases" in that there appears to be some differences between the behaviour 
of N. B. and E. B. families exhibited in the data especially concerning "family 
involvement", "type of shop utilized" and to a lesser extent "criteria'of impor- 
tance". As previously noted however there is no evidence to indicate ethnic 
background was a causal factor nor that ethnic background should be dismissed. 
Thus, as with "grocery purchases", it appears that further detailed research 
of a more specific nature may be useful concerning behaviour during clothing 
purchases for the head of the household. 
8.6.4 Clothing Purchases - Spouse 
Table 8.6.4 which appears on the next page summarizes the 
appropriate data concerning clothing purchases for the spouse. 
The following observations are possible as a result of the data 
when comparing the apparent behaviour of ethnic background (E. B. ) families 
with that of native born (N. B. ) families: 
1. There appears to be a higher percentage involvement of the family in 
clothing purchases for the spouse in N. B. families as compared to E. B. 
families especially those of Finnish and French background. 
2. There appears to be a wide variance in frequency of shopping comparing 
all families in the survey however Spanish and Greek E. B. families stand 
out because of the infrequency of their shoppin,,,,,. 
3. The mode of transport is almost totally the family automobile however 
as previously noted the usefulness of this data is limited. 
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TABLE 8.6.4 
CLOTHING PURCHASES - SPOUSE* 
0 4 cd 
(n . 11 
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4 -4 U) U) cd to 
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Cd 
(d Cd 
r. $4 
W L) 
Cd 
TJ4 U W 44 
0) 
0 IJ4 ý_4 U) 
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Husband only 
- 
Who? Wife only 44 67 50 100 80 100 75 71 78 33 
Family 56 33 50 20 25 29 22 67 
1 or 2 times 22 22 38 33 33 25 71 11 78 
How 3 or 4 times 34 22 25 33 80 12 29 11 22 
Often 5 or 6 times 56 12 33 20 67 
Per 7 to 12 times 11 12 25 22 
Year? 13 to 24 times 22 12 45 
25 and over 11 . 12 11 
Mode of Auto 89 78 100 100 100 100 100 71 78 100 
Trans- Bus 11 
1 
29 22 
port? Walk 22 
Store Department 
22 56 38 100 56 67 
Specialty 
' 
44 22 25 100 20 50 11 
Type ? Both 34 1 22 37 1 80 100 50, 33 33 
Budget? Yes 
11 11 12 14 
No 89 89 88 100 100 100 100 86 100 100 
Payment Credit only Cash only 11 67 12 83 100 100 1.00 100 89 100 Method? 
Both 89 33 88 17 11 
Quality 3 3 1 2 1 2 1 3 2 3 
Style 2 1 2 2 
. Fit 
1 1 2 1 2 3 2 3 1 
Material 3 3 3 1mp- Colour 3 
ortant Price 3 2 3 1 1 Crit- Brand 
eria? Other's 
opinion 
Sales person 
Shop location 
Number of families in 
1 
Survey 91 9 81 6 51 3 8 
17 
9 
18 
* ALL FIGURES ARE PERCENTAGE FIGURES 
Note: Only the three top rank-ordered criteria are shown in that 
many respondents had difficulty ranking past five criteria 
and some past three criteria. 
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4. N. B. families appear to shop at department stores, speciality stores 
and both types of stores, however Spanish 
ý. B. families appear to utilize 
P 
only department stores while Finnish E. B. families utilize only speciality 
stores. 
5. All families in the survey appear to have little concern for preparation of 
or adherence to budgets for clothing purchases for the spouse. 
6. With the exception of English families all E. B. families appear to have an 
aversion'to utilizing credit, whereas E nglish- Canadian N. B. families 
exhibit a high percentage of credit use and French-Canadian N. B. families 
a more moderate use. 
7. "Fit" as an Important purchase criteria is ranked as one of the three most 
important criteria by all families In the survey except French E. B. families. 
However in general the three most ! MPortant criteria as indicated by the 
rank ordering procedure of the questionnaire appear to be the five criteria 
quality, style, fit, material and price. It Is interesting to note that there 
appears to be a relatively larger degree of concern with price as a criteria 
if clothing purchases for the spouse are compared with clothing purchases 
for the head of the household. 
In summary there is little in the above observations that stand out 
as truly significant differences in behaviour. The only possible exceptions are 
the generally lower family involvement and use of credit by E. 13. families as 
compared with N. B. families when purchasing clothing for the spouse. As 
previously noted the causal relationship of ethnic background to the behaviour 
I 
exhibited is not clear however there is little reason to believe that further 
research in any of these areas relating to clothing purchases - spouse 
would be useful. 
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8.6.5 Clothing Purchases - Children 
Table 8.6.5 on the following page summarizes the appropriate 
data gathered by the survey concerning clothing purchases for children. When 
comparing the apparent behaviour of ethnic background (E. B. ) families with 
native born (N. B. ) families perhaps the most important observation is that 
there appears to be little significant variation in behaviour. 
Generally it appears that a high percentage of family involvement 
occurs in clothing purchases for the children with the exception of German and 
Italian E. B. families. However this is not at all surprising especially since 
"fit" was marked as an important criteria by a high percentage of families 
surveyed. 
There does appear to be an increased concern with "Price" as an 
important criteria when purchasing children's clothing as compared to clothing 
purchases for "spouse" or "head of household" however as noted in Table 8.6.5 
the researcher has reservations concerning the validity of the ranking of these 
Important criteria. 
In summary it seems that little significant differences in behaviour 
between E. B. and N. B. families are exhibited in the data gathered by the sur- 
vey and therefore this category clothing purchases - children would appear to 
not warrant any detailed further research. 
8.6.6 Lates tAu to mob He Pu rchas e 
Table 8.6.6 which appears on page 189 Is a summarization of the 
data gathered by the survey concerning the latest automobile purchase. When 
comparing the apparent behaviour exhibited by ethnic background (E, . B. ) 
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TABLE 8.6.5 
CLOTHING FOCHASES - CHILDREN* 
(d 
10 U H 
W P Cd 
W L) IX4 0 W 
Husband only 
**Who? Wife only 17 14 
1 
80 
1 
60 20 
Family 100 83 86 100 20 . 100 40 80 100 100 
I or 2 times 33 17 43 50 20 
50 
How 3 or 4 times 14 50 80 50 60 100 71 
50 
Often 5 or 6 times 17 66 29 20 50 29 
Per 7 to 12 times 17 17 14 20 
Year? 13 to 24 times 17 
25 and over 17 
Mode of Auto 100 100 100 100 100 100 
100 80 71 100 
Trans- Bus 
1 
20 29 
port? Walk 
Department 66 83 57 - 100 80 100 57 
50 
Store Specialty 
' 
17 
Type 7 Both 17 17 43 100 1 100 20 43 50 
Yes 
1 20 
Budget? No 100 100 100 100 100 100 100 80 10 100 
Credit only Payment Cash only 100 14 100 100 100 100 100 6 8 
100 
Method? Both 100 86 14 
Quality 2 3 1 2 1 1 1 2 2 
Style 3 3 
-Fit 1 2 2 
3 2 3 1 
Material 3 2 3 3 2 
1 mp- Colour 3 
ortant Price 1 3 1 2 3 1 1 
Crit Brand 
eria'? Other's 
opinion 
Sales person 
Shop location 
Number of families in 
Survey 6 
* ALL FIGURES ARE PERCENTAGE FIGURES 
** Does not consider children shopping alone. 
Although highest three rank-ordered criteria'are shown tho 
respondents as previously noted had difficulty with this question 
and especially so when asked about clothing purchases for children 
- caused primarily because it seems looking back, that the researchers 
should have considered children shopping alone or with peers for their 
own clothing. Also it would seem that frequently the children are 
expected to apply their own criteria. I 
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TABLE 8.6.6 
LATEST AUTOMOBILE PURCHASE* 
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Locations 2 22 37 11 Shopped? 3 or more 63 67 37 67 80 67 72 67 89 63 
Husband only 25 67 50 67 60 67 72 17 11 100 
Who? Wife only 
Family 75 33 50 33 40 33 28 1 83 89 
Recall Advertis- 
ing Utilized Yes 12 33 12 33 33 11 
Prior to No 88 67 88 67 100 100 100 67 89 100 
Purchase I I I 
Sales Person a Yes 50 11 12 17 20 33 29 37 11 25 
Friend/Relative? No 50 89 88 83 80 67 71 1 67 89 1 751 
0 37 33 12 33 33 14 50 37 
Test 1 22 12 60 28 17 11 
1 
12 
Drive? 2 12 22 50 17 40 22 51 
3 or more 50 1 22 25 50 1 1 67 58 33 66 
1 day 12 33 14 37 
2 to 7 days 33 25 33 20 67 14 17 11 12 Length of 8 to 14 days 12 22 25 60 Time for 2 to 4 weeks 37 33 50 33 20 33 58 17 24 Purchase? 4 to 6 weeks 25 14 17 78 
over 6 weeks 12 1 
11 50 11 12. 
Negotiate" Yes 37 1100 63 100 100 100 100 83 100 100 
on 'Price? No 63 37 17 
Purchase Yes 88 89 100 . 
100 100 100 100 83 100 100 
Satisfactory? No 12 11 17 
European 37 22 17 20 33 37 Best No. American 63 56 100 17 20 10 0 100 
1 
50 100 63 . Quality? No opinion 22 66 60 17 
Number of Families in 
Survey 89 
18 
6 5 3 
17 16 
9 8 
* ALL FIGURES ARE PERCENTAGE FIGURES 
jýý 
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families with that of native born (N. B. ) families there appears to be little 
significant variation. 
In general the behaviour exhibited by the data, although varied, 
is relatively uniform in all data areas with the minor exception of the question 
concerning best quality where it appears that E. B. families exhibit a high per- 
centage favouring North American automobiles compared to the N. B. families. 
However , as with the clothing purchases for spouses and clothing 
purchases for children, It appears that additional detailed research concerning 
automobile purchases is unwarranted. 
8.6.7 ]Recreational Activities 
Table 8.6.7 which follows on the next page summarizes the approp- 
riate data from the survey concerning the hobby and free time activities of the 
responding families. When comparing the apparent behaviour exhibited by ethnic 
background (E. B. ) families with the native born (N. B. ) families the following 
observations are possible: 
1. French, Italian and Ulaanian E. B. families appear to be much less active 
in their recreational activities than do N. B. families. However English 
and German E. B. families appear to be somewhat more active than do N. B. 
families. As noted in Table 8.6.7 the age of the Ukrantan and Italian 
families likely bias the data and therefore the imPOrtance of this observa- 
tion is minimized. 
2. French , Italian and Ukranian E. B. families appear to be more indoor 
oriented in their recreational activities than do N. B. families. However 
as noted previously the age of the Italian and Ukranian families likely bias 
the data and minimize the importance of the observation. 
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TABLE 8.6.7 
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INDOOR RECREATIONAL ACTIVITIES* 
Read Books 100 67 75 83 80 100 50 71 100 75 
Read Magazines 56 56 87 67 80 100 75 57 100 87 
Television 78 90 75 67 80 ' 100 100 30 100 100 
Knit, etc. 56 11 75 50 60 33 100 30 37 
Paint 22 25 14 50 
Sew 33 33 62 50 60 66 100 71 100 62 
Cards 67 100 25 33 20 14 100 75 
Dance 11 78 20 100 30 75 
Musical Instrument 22 11 50 16 20 
Coin Collecting 11 
Leather Work 12 
Bowling 11 50 
Pottery 12 
Educational Courses 16 20 
Stamp Collecting 12 
Carpentry 12 40 
Photography 12 
In-door Garden 12 20 100 
OUTDOOR RECREATIONAL ACTIVITIES 
Hunt 22 33 12 67 60 12 '43 11 37 
Fish 33 56 37 67 80 33 12 71 32 50 
Cross Country Ski 33 62 100 60 14 12 
Down Hill Ski 44 22 12 33 20 14 12 
Boating 22 56 50 67 100 14 25 
Water Ski 11 44 33 60 
Tennis 44 33 37 14 
Bicycle 22 33 25 60 30 12 
Snow Machine 11 56 50 20 
Camping 78 78 37 33 100 33 86 37 
Gardening 22 56 75 83 60 33 87 71 100 50 
Golf 33 33 12 25 
Curling 22 33 
Target Shooting 14 
Snow Shoeing 11 
Hockey 22 
Scuba Diving 11 11 
Horse Riding 12 
Ice Skating 20 14 
lWalking 12 
Jogging 12 
Swimming 12 33 14 12 
Badminton 11 12 
Soccer 12 12 
All figures are percentage figures and do not include the children's 
activities. All the Ukranian families in the survey and most of 
the Italian families are older, frequently with grown children. 
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Therefore it seems appropriate to state that. little significant 
variation in behaviour during recreational activities is exhibited in the data 
comparing E. B. and N. B. families and therefore additional detailed research 
on recreational activities appears to be unwarranted. 
8.6.8 Review of Qualitative Analysis 
In order to summarize the qualitative analysis of the micro data 
gathered, a review of the various data categories seems appropriate. In com- 
paring the behaviour of the ethnic background families with the behaviour of 
native born families in the recreational activities, latest automobile purchase, 
clothing purchasesfor children and clothing purchases for spouse data categories 
little of significance in behavioural differences was exhibited In the data gathered 
and therefore additional detailed research along similar lines within these categ- 
orles seems unwarranted because of a low expectation of useful results. In the 
data category clothing purchases - head of household there appears to be behavioural 
differences exhibited in the data gathered concerning "family involvement", "type of 
shop utilized", and possibly in "criteria of importance". The data category grocery 
purchases appears to exhibit the most behavioural differences in the data gathered 
concerning "frequency of shopping", "type of shopping trip", "type of store", 
"preferred shopping day I', ' 'acceptable forms of fruit and vegetables", and "use of 
basic ingredients or pre-prepared foods". Also of Interest is the general obser- 
vation. that the micro data exhibits a difference in behaviour in relation to the use 
of credit. Generally E. B. families do not purchase "on credit" whereas N. B. 
families do appear to frequently purchase "on credit". Therefore, further 
detailed research in the two categories clothing purchases - head of household 
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and grocery purchases as well as credit utilization may be warranted depending 
upon the results of the quantitative analysis which is discussed in the next sectim 
of the report. 
8.7 Quantitative Analysis 
The quantitative analysis which will be discussed in this section of 
the report will utilize similar procedures to those used In Chapter 6 of this study 
for the analysis of the Statistics Canada 1969 Survey. In brief these procedures 
utilized two S. P. S. S. programs ITREAKDOWNII and "CROSSTABS". 193rcakdovnill 
provides the means, standard deviation and variances of a criteria or dependent 
variable among various subgroups, while "Crosstabs" computes bivariate joint 
frequency distributions and a variety of related statistics of association. 
8.7.1 Analysis Using Breakdown 
The computer printout of the S. P. S. S. BREA KDOWN program Is 
contained herein as Appendix J. In analyzing the various micro data elements 
the following tables of approximate means which appear on pages 194,195 and 
196 , were developed from 
Appendix J in order to aid the analysis. The tables 
are numbered 8.7.1.1 through 8.7.1.8 and are similar to those developed in 
Chapter G. 
The relationships as indicated in these tables of family micro data 
elements by the various expenditure categories and the number of small appli- 
anc--s owned are not as obvious or as clearly discernible as were the relation- 
ships as indicated by these same type of tables developed In Chapter 6 from the 
macro data. Undoubtedly the relatively small size of the sample of micro data, 
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Canadian Born 13.1 68.6 12.5 384 501 313 1143 6644 244 
England 13.2 68.0 0 420 548 756 1724 3797 605 
Finland (other N. Eur. ) 12.2 49.7 5.0 298 223 91 592 4033 192 
Germany 13.2 53.2 10.0 240 210 460 900 4195 601 
France (other W. Eur. ) 9.3 47.7 8.3 100 108 117 325 3067 17 
Italy 15.2 85.6 0 516 428 603 1547 3371 235 
Spain (other S. Eur. ) 9.6 48.2 9.4 142 222 181 545 2769 130 
Ukranian (other E. Eur. ) 12.0 63.7 7.2 132 149 339 620 4236 80 
Greece (other E. Eur. ) 9.6 46.6 
10 
168 
. 
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686 3946 50 
TABLE 8.7.1.2 
Year of Arrival by Micro Data Elements 
Canadian Born 13.1 68.6 12.5 384 501 313 1143 6644 244 
1901-1944 17.7 62.0 0 179 300 0 479 4050 228 
1945-1955 12.2 62.8 , 4.8 300 250 394 942 3925 224 1956-1960 13.5 62.0- 0 437 614 908 1960 4429 428 
1961-1965 12.3 73.3 10.7 121 129 229 479 3661 91 
1966-1969 9.8 45.6 6.1 207 240 282 728 3086 349 
1970-1976 9.0 46.6 0 240 265 340 845 2660 125 
TABLE 8.7.1.3 
Mother Tongue by Micro Data Elements 
Entire population 12.3 61.9 6.5 294 333 366 979 4433 242 
English 13.0 82.2 10.6 433 610 511 1496 6804 420 
French 12.4 43.8 5.8 266 281 278 825 3624 178 
German 13.2 53.2 10.0 240 ý210 460 900 4195 601 Ukranian 12.0 63.7 7.2 132 149 339 620 4236 80 
Italian 15.2 85.6 0 516 428 603 1547 3371 235 
Other 10.3 48.1 5.0 195 212 198 605 3523 121 
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TABLE 8.7.1.4 
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25000 - 29999 16.0 75.9 0 325 354 275 954 4014 148 
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TABLE 8.7.1.5 
Stage in Life Cycle by Micro Data Elements 
Entire Population 12.3 61.9 6.5 294 333 366 979 4433 242 
Married, -Head under 45p 
children over 16 14.0 65.0 0 350 300 750 1400 3600 700 
Married, Head under 45p 
children 0-5 9.4 34.4 13.3 177 217 56 450 3091 167 
Married, Head under 45, 
children 5- 15 13.2 63.6 9.2 425 481 756 1659 3635 421 
Married, Head over 45, 
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Married, Head over 45, 
children under 16 11.9 62.6 0 305 343 239 887 4114 87 
Married, Head over 65,, 
no children 17.0 40.0 0 300 500 0 800 2600 85 
TABLE 8.7.1.6 
Home Ownership by Micro Data Elements 
Entire Population 12.3 61.9 6.5 294 333 366 979 4433 242 
Home Owned 13.6 68.7 3.4 353 417 520 1290 4394 272 
Home Mortgaged 12.6 66.7 5.3 280 310 350 910 5167 257 
Home Rented 9.9 41.9 13.4 266 290 234 790 2575 173 
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TABLE 8.7.1.7 
Occupation by Micro Data Elements 
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Entire Population 12.3 61.9 6.5 294 333 366 979 4433 242 
Management, Self Employed 12.3 86.7 1.3 549 709 616 1808 7358 229 
Professional & Technical 12.0 56.2 11.5 230 228 288 746 3065 271 
Clerical 11.5 69.5 0 200 175 350 725 3450 105 
Sales 15.7 66.0 0 475 408 717 1600 4883 504 
Transportation, 
Communications 13.0 37.0 0 350 358 0 708 5650 590 
Loggers 6.0 33.0 0 50 100 0 150 3100 160 
Miners 11.4 54.1 6.0 156 186 342 683 3659 152 
Craftsmen, 'Production 
workers 12.8 56.0 6.1 204 225 216 642 4560 277 
Labourers 17.5 64.0 20.0 650 475 725 1850 4825 382 
Unemployed, Retired 11.0 41.7 15.0 167 258 0 425 867 83 
TABLE 8.7.1.8 
Education by Micro Data Elements 
Entire Population 12.3 61.9 6.5 294 333 366 979 4433 242 
Elementary under 5 years 11.0 58.3 0 67 83 50 200 3267 145 
Elementary 5-8 years 13.3 64.6 0 348 337 371 1056 4354 158 
Secondary - partial 11.3 70.4 5.7 330 389 379 1051 6005 176 
Secondary - completed 
vocational 16.0 31.0 0 125 510 0 635 5100 25 
Post Secondary - tion 
University - partial 12.7 49.7 15.0 267 275 442 975 4179 532 
Post Secondary - non 
University - completed 12.3 48.3 0 217 267 500 983 2292 492 
University - partial 8.0 42.5 22.5 100 137 0 237 0 82 
University - completed 
degree 12.6 59.3 11.9 301 350 425 1076- 3541 307 
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especially in comparison to the large size of the sample of macro data, is at 
least partially a cause of this lack of clearly indicated relationships. 
in general however, it is possible to ascertain that the larger tho 
family income, or the more prestigious and/or lucrative the occupation, or 
the higher the level of education of the household head, or whether the family 
home is owned, then the larger the amount general expended on food, clothing 
and to a lesser extent the higher the amount expended on the latest automobile 
and the greater the number of small appliances owned. However there are a 
number of exceptions to this general relationship In all of the categories. 
in addition it is possible to state that in general the larger the 
size of the family and/or the older the children (prior to leaving home) as desig- 
nated by stage in the life cycle then generally the greater the dollar amounts 
expended on food, clothing and the latest automobile and the greater the number 
of small appliances owned. But again there are many exceptions. 
However to enable a more detailed study of Country of Origin, Year 
of Immigration and Mother Tongue (Tables 8.7.1.1,8.7.1.2 and 8.7.1.3) in 
order to establish if the differences between the means can be attributed to 
chance, or to Country of Origin, Year of Arrival and INIother Tongue a more 
specific method was necessary. 
In examining Table 8.7.1.1 the null hypothes is is therefore that 
the mean of Canadian born equals the mean of non-Canadian born. Unlike 
Chapter 6, this hypothesis cannot be tested by calculating the IIZ value", 
"standard error of the difference between two means", because the sample size - 
Is small. Instead it is necessary to utilize a 'It test" for testing the null hypothesis. 
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The formula for the 'It test" is as follows: 
X1 - X2 
t 
(Nl_ I)S2 )S2 I+ Oý12-1 2 Nl+N2 
N1-+N2-2 
where x, and x2 are means 
S, and S2 the standard deviation 
N, and N2 are size of sample 
The table on the following page, Table 8.7.1.9 represents the 
calculation of the 'It test": 
Utilizing the minimum degree of freedom which yields the maximum 
t value appropriate, It is possible to establish that at a confidence level of 95 
percent at=1.729 value or larger enables the rejection of the null hypothesis. 
Only six (6) of the calculated t values are equal to or larger than 
1.729 therefore the null hypothesis fails to reject. Thus there Is not a clearly 
established significant relationship between Country of Origin and the various 
quantitative elements analyzed. The variation in expenditures may be due to 
chance or other factors but we cannot state with any degree of confidence that 
the mean expenditure of Canadian born is not equal to the mean expenditure of 
immigrants from the surveyed Countries of Origin. 
In examining Table 8.7.1.2 the null hypothesis is that the mean 
of Canadian born equals the mean of non-Canadian born segmented by Year of 
Arrival. The following Table 8.7.1.10 represents the calculation of the 'It test" 
as previously explained. (Table 8.7.1.10 Is on page 200. ) 
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As previously stated at the 95 percent confidence level t=1.729 
thus any value equal to or greater than 1.729 enables the rejection of the null 
hypothesis. 
Only four (4) of the calculated t values are equal to or greater 
than 1.729 therefore the null hypothesis fails to reject. Thus as with Country 
or Origin there is not a clearly established significant relationship between 
Year of Arrival and the various quantitative elements analyzed. The variations 
in expenditures may be due to chance or other factors, but we cannot state with 
any degree of confidence that the mean expenditure of Canadian born is not equal 
to the mean expenditure of non-Canadian born by Year of Arrival. 
In examining Table 8.7.1.3 the null hypothesis Is that the mean 
of the entire population (of the families included In the survey) equals the mean 
of each segment as designated by Mother Tongue. The table on the following 
page, Table 8.7.1.11 represents the calculation of the It test" as previously 
explained. 
As stated previously at the 95 percent confidence level t=1.729 
thus any value equal to or greater than 1.729 enables the rejection of the null 
hypothesis. 
Only four (4) of the calculated t values are equal to or greater than 
1.729 therefore the null hypothesis falls to reject. Thus as with Country of 
Origin and Year of Arrival there is not a clearly established significant relation- 
ship between Mother Tongue. and the various quantitative clements- analyzed. The 
variations in expenditures may be due to chance or other factors, but we cannot 
state with any degree of confidence that the mean expenditure of the entire 
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population (of the families included in the survey) is not equal to the mean 
expenditure of families segmented by Mother Tongue. 
8.7.2 Conclusions Relating to the Breakdown Analysis 
As a result of the above analysis of the data utilizing the S. P. S. S. 
BREAKDOWN printout and calculations it is ewident that clearly discernible 
relationships do not occur in the data. It is not possible to state with any degree 
of certainty that the variations in the mean expenditures of the various categý 
ories I. e. food, clothing, latest automobile and recreational, or the mean num- 
ber of small appliances own, cd which are observable in the data gathered are due 
to factors other than chance. Thus this analysis yields little useful results to 
the overall analysis of the micro data other than to conclude that a significant 
relationship is not exhibited in the data gathered between Country of Origin or 
Year of Arrival or Mother Tongue and the various expenditure categories or 
the number of small appliances owned. 
8.7.3 Analysis Using Crosstabs 
As a result of the above analysis utilizing BREAKDOWN wherein 
a clearly significant relationship between'the various data elements and the 
expenditure categories or the number of small appliances owned was not estab- 
lished, the appropriateness of continued analysis utilizing the S. P. S. S. CROSSTABS 
program is somewhat dubious. However in order to ensure that analysis procedures 
similar to those used in Chapter 6 did occur and to avoid the possibility of over- 
looking useful analytical results the S. P. S. S. CH OSSTABS program was utilized. 
In order to utilize CROSSTABS various expenditure codes for the 
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data categories had to be created. The codes were based on the information 
contained in the computer printout of BREAKDOWN, however inasmuch as the 
number of families included in the survey was relatively small i. e. 72, the 
expenditure categories were not closely controlled (as in Chapter 7) In order to 
ensure that the expected frequencies would not be less than five. A close control 
for expected frequencies of less than five, which would have required the com- 
bining of various categories would, because of the small sample size, likely have 
resulted in combining the responding families into only one or two Immigrant 
groupings which would have destroyed the criteria of primary interest for the 
study. Instead because of the exploratory nature of this aspect of the study and 
the above noted results from BREAIMOV%rN the researcher accepted the expec- 
tation of a number of cells in the two way tables having small sized frequencies. 
As in Chapter 6, the computer printout of the S. P. S. S. program 
CIROSSTABS produces various two way crosstabulation tables as well as calcu- 
lating the following related statistics of association: Chi square; Cramers V; 
Contingency Coefficient; Kendall's Tau; Gamma; Sommer's D; and ETA. These 
statistics have been discussed previously and thus need not be repeated here. 
The results of the CIROSSTABS analysis yield little of value to the 
analysis and so have not been included as an Appendix to the study. The various 
statistics of association calculated by CROSSTABS yield little useful additional ,, 
information. For example of the 72 calculations of Chi square, in only 16 instances 
was the null hypothesis rejected wherein a critical significance existed which was 
equal to or less than 0.05 (the critical significance was less than 95 percent). 
The small size of the sample and the lack of clearly significant relationships 
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as indicated by the analysis utilizing BREAKDOWN are probably two of the 
reasons why CROSSTABS adds little of value Ln the analysis of the micro data. 
8.8 Conclusions 
As a result of the utilization of an exploratory approach the rescar- 
cher is convinced that although methodological problems exist it Is feasible to 
gather detailed micro data concerning a localized environment. The survey was 
successful in that a great deal of very interesting "rich" Information of a quall- 
tative nature was gathered concerning the behaviour of families with an ethnic 
background as designated by Country of Origin. In comparison little data of a 
readily quantifiable nature was gathered Pnd thus relatively sophisticated quan- 
titative analysis yields little in useful results in that the data docs not exhibit 
significant relationships. It is not possible to state with any degree of confidence 
that the variations In the expenditure categories are as a result of any particular 
data element and may be due to chance alone. 
The analysis of the data of a generally qualitative nature wherein 
the behaviour of native born families is compared to the behaviour of families 
with an ethnic background does Indicate that some behavioural differences exist. 
These differences appear to be particularly observable in the data category 
"clothing purchases head of 
-household" in relation to the activities of: "family 
involvement" I. e. who is actually Involved In the purchasing process; "type of 
shop utilized" I. e. are department stores, specialty stores or both types of stores 
patronized in the clothing purchases for the household head; and "criteria of 
importance" i. e. criteria such as quality, style, fit, price and so on. Differ- 
ences were also exhibited in the extent of credit utilization. 
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However, the most pronounced behavioural differences in the 
data gathered are exhibited in the category "grocery purchases" and are con- 
cerned with the following activities: frequency of shopping; the type of trip; 
the type of store patronized; the preferred shopping day; the acceptable forms 
of fruit and vegetables for consumption by the family; and tho use of basic 
ingredients versus pre-prepared foods. 
But in the data categories "recreational activities", "latest auto- 
mobile purchase", "clothing purchases for children" and "clothing purchases for 0 
spouse" although behavioural variations are exhibited in the data the researcher 
has serious reservations as to whether these variations are of sufficient magni- 
tude as to be considered significant considering the conclusions relating to the 
analysis of the macro data. 
In conclusion the researcher finds that the analysis of the micro 
data gethered, although indicating that behavioural differences exist when com- 
paring native born families with ethnic background families, does not Indicate 
that these behavioural differences are extreme. Thus the researcher doubts 
that the micro data analysis yields sufficient grounds to alter the conclusions 
reached as a result of the macro data analysis as detailed in Chapter 7 wherein 
Country of Origin or ethnic background was ranked eighth of eight categories of 
social influences. Therefore in relation to other social influences such as. In- 
come, occupation, stage in lifecycle, education and so on the micro data analysis 
does not indicate that ethnic background exerts any greater degree of influence I 
on the behaviour of the families surveyed than does any other of the social 
inf luences. 
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8.9 Limitations 
There are a number of limitations to the micro survey undertaken 
however these limitations were not unexpected and in fact as was stated at the 
beginning of the discussion of the micro survey the researcher viewed the utill- 
zation of an exploratory approach with its host of Inherent limitations as the 
most appropriate approach in order that the objective of testing the feasibility 
of gathering more detailed data relating to the pre-purchasing behaviour as well 
as purchasing patterns of families In a local environment, might be achieved. 
This exploratory viewpoint and approach which was adopted is 
in itself a significant limitation in that definitive results and therefore solid 
conclusions are not possible if a very generalized and unspecific approach I. e. 
exploratory, is utilized. 
A further significant limitation concerns the data gathered. Although 
a great deal of interesting and "rich" data concerning the detailed behaviour of 
families on a localized basis was gathered, very little specific data of a type 
which could readily be analyzed was gathered. Thus although the micro survey 
reached the objective of successfully gathering detailed data which provides 
insights into the variations of behaviour exhibited by families with varying ethnic 
backgrounds, the data does not lend itself to analysis which yields spccif ic con- 
clusions concerning the behaviQur exhibited I. e. it Is not possible to state with 
any degree of certainty that ethnic background influences behaviour on a micro 
scale in any specific manner. 
Other relatively; minor limitations exist'in various aspects of the 
survey such as the questionnaire design, interview techniques, bias introduced 
by the interviewers, data recording methods, data editing procedures, and data 
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analysis techniques. However as noted previously, inasmuch as the survey was 
undertaken as an exploratory survey to ensure that a potentially significant 
source of data concerning the effect of ethnic background on consumer behaviour 
would not be overlooked and to ensure that the data aggregation and broad expen- 
diture categories of the macro data survey did not negate or obscure any possible 
effects. Then, the micro survey was sufficient to enable the researcher to be 
reasonably certain that the effect of ethnic background on behaviour at the micro 
level is not so dichotomously different as to necessitate the altering of the con- 
cluslons reached as a result of the analysis of the effect of ethnic background on 
behaviour at the macro level. 
Chapter 9 
General Conclusions 
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9.0 General Conclusions 
The objectives for this Chapter are to combine and restato the 
conclusions reached throughout the various segments of the study in order to 
reach some final conclusions concerning the hypotheses and objectives. In 
addition, areas for further research. limitations of the study, some obser- 
vations in relation to the conclusion, and implications of the study for market- , 
ing practice and consumer behaviour theory will be discussed. 
9.1 Bestated Objectives 
This study has followed the general trend of consumer behaviour 
research which has been carried out recently, by utilizing a viewpoint which 
centered on the purchasing process Itself especially purchasing patterns and 
on a specific aspect of the family which was hypothesized to exert an Influence 
on the family's behaviour as a consumption unit. That specific aspect was ethnic 
background. 
in order to justify this viewpoint it was necessary to refer to three 
of the most widely recognized traditional models of consumer behaviour as 
developed by Nicosia, Howard-Sheth, and Engel-Kollat-Blackwell, which Intro- 
duced the general dimension "social influences" (although the dimension was not 
uniformly sc) labelled) as an Influencing element of consumer behaviour. 
This! lsocial influences" dimension contained a number of sub-elements 
such as family, social class, culture and so on, depending upon which model 
and/or scholar was referred to. Thus the study adopted the viewpoint that the 
exact number and nature of the sub-elements which interact to create the dimen- 
sion "social influences" was not static and research to examine a possible addl- 
tional sub-element, namely ethnic background, was therefore justifiable research. 
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In order to relate ethnic background I. e. transposed culture via 
Immigration to other "social influences" a comprchensive discussion of some 
of the prevailing ideas from various disciplines concerning culture, social class, 
and family was necessary. This discussion Included the concepts of the formu- 
lation of culture and the intergenerational transmission of cultural values. Both 
of these concepts were of Importance to the study, especially the in ter generational 
transmission of cultural values via the cultural transfusive triad I. e. the family, 
church and school plus other diversified Institutions of society, as support for 
the reasonableness of viewing ethnic background as a possible social influence 
and justifying the establishment of the objectives of the study. Certain poten- 
tially important international implications of the study were also noted. 
Thus the prime objective of the study has been to examine ethnic 
background via the macro data analysis to establish if it should be considered 
one of the social Influences which affect consumer behaviour. 
The secondary objective of the study was to ascertain the longer 
term time dimension of the effect of ethnic background, once or If the primary 
objective was reached and a positive result achieved i. e. ethnic background 
proved to have a major effect on consumer behaviour. 
Inasmuch as the secondary objective conccrning the time dimension 
was for practical purposes achieved as 6 result of the discussion of Nielsop's 
study in Chapter 5, and in addition since the Importance of this secondary objcc- 
tive ba-came questionable as a r9sult of the conclusions relative to the primary 
objective, an alternate secondary objective was established in Chapter 8. This 
alternate objective was to test the feasibility of gathering more detailed data 
concerning the behaviour of families at the micro level relating to pre-purchasing 
, -. 
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behaviour as well as purchasing patterns of families in a localized environment. 
In order to ascertain if ethnic background when studied on a micro level would 
substantially alter the conclusions regarding ethnic background when studied on 
the macro level. 
9.2 Conclusions re Hypotheses 
The general hypothesis for the studywas the following: 
Ethnic background will affect a consumption unit's 
purchasing behaviour. Thus native born consumption 
units will exhibit different purchasing patterns than 
consumption units with an ethnic background, i. e. 
transposed culture via immigration. 
In relation to this general hypothesis the following conclusions 
emerge as a result of this study. 
Firstly the analysis of the unpublished study based on the Statistics 
Canada Survey of Family Expenditures performed by Nielson with the restriction 
of utilizing only the responses from the eleven major Canadian metropolitan areas, 
as discussed in Chapter 5, establishes that native born consumption units do 
exhibit significantly different purchasing patterns than consumption units with an 
ethnic background. 
Secondly, the reanalysis of the 1969 Statistics Canada survey, as 
discussed In Chapter 6 of the study, which utilized the total of 14,976 responding 
consumption units, established that significant differences do exist betweeý the 
purchasing patterns of native born consumption units and consumption units with 
an ethnic background. This conc-lusion was based on an analysis of the means 
and standard deviations as calculated through the use of the S. P. S. S. program 
BREAKDOWN and the consequent testing of the hypotheses by calculating the 
standard error of the difference between two means (Z value). 
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Thirdly, the continued reanalysis of the 1969 Statistics Canada 
survey, as detailed in the later portions of Chapter 6 and Chapter 7, has explic- 
itly examined ethnic background in relation to several other "social influences" 
in order to rank these several Influences in order of Importance relating to 
their Influence on purchasing patterns. This ranking is as follows: 
1. Income 
2. Occupation 
3. Stage in Life Cycle 
4. Home Ownership 
5. Year of Arrival 
6. Education 
7. Mother Tongue 
8. Country of Origin (ethnic background) 
Thus ethnic background was ranked lowest of the eight social Influ- 
ences Included in the analysis concerning influence on purchasing patterns. 
Fourthly, the conclusions concerning the survey to gather detailed 
micro data concerning the behaviour of families in a localized environment Indicate 
that although differences in behaviour exist when comparing native born families 
and ethnic background families, these differences are not significant. Therefore 
there is not sufficient evidence to alter the findings of the analysis of the macro 
data. 
In summarization of these conclusions in relation to tho general 
hypothesis it has been established that ethnic background does affect consumer 
behaviour in that purchasing patterns of ethnic background consumption units 
differ significantly from native born consumption units. But that in comparison 
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to several other social influences examined ethnic background should not be 
considered a major social influence. 
The secondary hypothesis for the study was as follows: 
As time passes the effects of ethnic background on a 
consumption unit's purchasing behaviour will decrease 
and eventually cease to affect the unit's behaviour. 
Thus as the length of time since Immigration increases 
and as new generations are born, socialized and mature 
to form new consumption units and procreate additional 
generations, the effect of ethnic background will decrease 
and eventually disappear. 
In relation to this secondary hypothesis the previous discussion 
(in Section 9.1 of this Chapter) relating to the importance of the secondary ob- 
jective of the study is very relevant. It is relevant since the decision was taken 
to establish an alternate secondary objective and thus a new direction for the 
study. The result was that no additional effDrts were expended In relation to 
the secondary hypothesis. However part of the reasoning for the decision was 
that the conclusion concerning the general hypothesis (as discussed previously) 
has a direct bearing on the secondary hypothesis. Inasmuch as the secondary 
hypothesis was formulated on the supposition that the effect of ethnic background 
on purchasing patterns would be established to be of major importance. When 
this was not es tablished I. e. the, effect although s ignif icant Is not major, 
then the Importance of the secondary hypothesis became questionable, cspec- 
ially when considered in relation to the need to establish if the effect of etfinic 
background does indeed decrease when the effect is a relatively minor one. 
Also taken into consideration in'relation to the Importance of the secondary 
hypothesis was the unpublished study by Nielson as discussed in Chapter 5, 
which established that the purchasing pattern of ethnic back ound consumption b gr 
units varies from native born consumption units with the maximum variance 
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occurring between years four and eight after immigration but thereafter the 
purchasing pattern becomes more similar although not the same as native born 
consumption units. 
Therefore the conclusion in relation to the secondary hypothesis 
is that Indeed as time passes the effects of ethnic background on a consumption 
unit's purchasing behaviour will decrease. 
9.3 Conclusions re Objectives 
The conclusion concerning the prime objective Is that ethnic back- 
ground should be considered one of the social influences which affect consumer 
behaviour but in view of the previously noted conclusions In relation to the general 
hypothesis, ethnic background should not be considered a major social influcnce. 
The conclusion concerning the secondary objective is that as time 
passes the effects of ethn'Lc background on a consumption unit's purchasing 
behaviour does decrease. 
The conclusion concerning the alternate secondary objective is that 
it is feasible to gather detailed micro data, although difficulties exist and that 
the exploratory survey at the micro level did not provide evidence to Indicate 
that the conclusions regarding ethnic background when studied at the macro level 
should be altered in any way. However there are Indications of the possibility 
that ethnic background might be an Important social influence in some particular 
and very special circumstances, and therefore there is need for additional micro 
level research which will be discussed In the next section in relation to suggestions 
for further research. 
t, 
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9.4 Suggestions for Further Research 
The conclusions of the study in relation to the analysis of the macro 
level data seem very specific in indicating that ethnic background, altliough of 
significance in its effect on purchasing patterns, should not be considered a major 
influence when compared to other social influences. Therefore further research 
at the macro level concerning ethnic background and purchasing patterns does not 
seem warranted in Canada. However replication of the study in relation to the 
analysis at the macro level but utilizing a different national setting, for example 
the United Kingdom, would allow for comparison of conclusions reached and 
thereby provide useful additional research. 
The conclusions of the study In relation to the analysis of the micro 
level data also Indicate areas where further research might provide useful in- 
sights into the behaviour of consumers. The micro level analysis unlike the 
macro level analysis was not restricted to only data concerning purchasing pat- 
terns of families. Instead data was gathered concerning a variety of other aspects 
of the family's purchasing process and It Is In these other aspects that the feast- 
bility of useful further research at the micro level seems warranted. The micro 
level survey of 72 families did not provide evidence that truly significant varla- 
tions in purchasing patterns exist, but the survey did indicate that the pre-purchase 
activities of the various groups of ethnic background families differ. The greatest 
apparent difference in pre-purchase activities was evident in the data relating to 
the food purchasing category. A number of apparent differences were also evident 
in the data concerning the clothing purchases - head of household category, and 
the utilization of credit in purchasing. Sbmc differences were also apparent in 
the data concerning virtually all of the categx)ries of the micro level survey. 
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On the basis of these results it seems evident to suggest that 
further research at the micro level should be concerned with the various as- 
pects of the pre-purchase activities of families rather than just the actual pur- 
chasing patterns. Some of the pre-purchase aspects which the analysis of tile 
I 
data from the micro survey indicates differ, when comparing native born families 
with ethnic background families are: values or evaluative criteria, attitude, 
personality, problem recognition, internal search and alternative evaluation 
and external search and alternative evaluation. (Please refer to Figure 2.3.6 
on page 13 in order to relate these aspects to an overall model of consumer 
behaviour. ) 
Additional research concerning the socialization process of Immig- 
rants and especially the children of immigrants seems needed when considered in 
relation to the transmission of cultural values. If we accept the proposition that 
cultural values affect consumer behaviour; and further, if we assume, as seems 
logical, that immigrants from other cultures do not either share or have a com- 
mon set-of cultural values as the cultural values of the host culture I. e. the host 
country where immigrated to, then we must be awed by the apparent speed at 
which the cultural values of the host culture become Imown to the family and we 
must wonder at the resulting processes whereby these new cultural values are 
embraced by the immigrating family. Otherwise we would expect to find much 
larger differences in behaviour, as indicated by purchasing patterns, than was 
evident in the data analyzed and/or gathered by this study. 
The discussion in Chapter 2 of the transmission of cultural values 
from one generation to another introduced the concept of a cultural transfusive 
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triad into the socialization process. It was suggested that the family, the church, 
and the school were the three major institutions involved in the transmissive 
process. Also mentioned as having a lesser role in the transmissive process 
were the various levels of governmental institutions. The conclusions of this 
study would seem to indicate that for the immigrant families studied the three 
most important vehicles for the transmission of the new culture's values are 
the family, the church and the governmental or private institutions. The school 
is not included because for the majority of immigrants little or no schooling 
occurs, of course there being the obvious exception of the immigrating children 
of compulsory school attendance age. However for the majority of immigrants 
to Canada the family and usually the church are static, that is to say that the 
family and church remain the same or little changed from the old culture. 
Conversely governmental or private Institutions would likely be different in the 
now cultural setting and for some immigrants these institutions may represent 
drastic alterations from the old cultural setting. Of further Interest Is the ques- 
tion concerning what the role is of other fellow immigrants (pcer groups) In the 
socialization process of the more recent Immigrants. Certainly the nature and 
speed of the whole socialization process would seem to suggest a fruitful area for 
further research. 
The conclusions relating to the analysis of the data gathered by the 
micro survey, although perhaps of low validity because of the small sample size, 
suggest that another area for further research is that concerning the apparent 
differences in purchasing patterns and behaviour between English- Canad Ian and 
F rench-Canadiari families. Often as much or more variation was evident in the 
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micro data when comparing English- Canadian and French-. Canadian families, 
than was apparent when comparing native-born and ethnic background families. 
In fact studies concerning the differences between English-Canadian 
and French- Canadian consumers are currently a relatively popular area of res- 
earch by academics and some commercial research agencies and have been so 
for several recent years. However in spite of, or perhaps because of, this 
popularity the areas of difference and especially the reasons or causes of the 
differences are not well documented and understood. Thus further research In 
relation to these differences is warranted. 
In summary the suggested areas for further research arc related 
to the micro level of study and are the following: 
The pre-purchase activities of ethnic background families 
and native born families concerning values, attitude, 
personality, problem recognition, and search and alter- 
native evaluation. (either separately or in combinations 
of these activities) 
2. The socialization process of immigrants concerning what 
institutions play what roles and/or are important to the 
process of the transmission of cultural values, and where 
or how do fellow immigrants (peer groups) fit into this 
process. 
3. The difierences, between English-Canadian and French- 
Canadian families purchasing patterns and behaviour. 
9.5 Limitations of Study 
This study has a number of limitations as do most studies which 
have a relatively lengthy duration, which In this instance is in excess of four 
years; which attempt to add to the state of knowledge concerning a field of study, 
in this instance consumer behaviour;. and which have inextricably entwined within 
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them certain aspects of the learning process, in this Instance an unstated but 
nevertheless real objective of the study being the acquisition of knowledge by the 
researcher. It is not the purpose of this discussion to list all of the minor and/or 
relatively unimportant of these limitations, but instead to highlight a major limit- 
ation which exists herein. That limitation relates to the similarity of cultures 
represented in the ethnic background data analyzed and/or gathered by this study. 
That is to say that the majority of the cultures represented in the ethnic background 
data were too similar in that they were almost totally representative of "industrial- 
ized western cultures". As such there exists a great deal of common cultural back-- 
ground and thus similarities in the cultures included in the ethnic background data. 
And, inasmuch as the study was attempting to isolate significant differences in the 
data, the omission of ethnic background data from those cultures which are of very 
obvious differences means that the study was perhaps restricted from the very out- 
set. Restricted in such a way that the conclusion reached i. c. that ethnic back- 
ground although a social influence on consumer behaviour is of relatively minor 
influence when compared to other social influences, Nvas the only possible conclusion 
which could have been reached given the cultural similarities which existed In the 
data. 
The reality of the situation however, Is that the choice of the res- 
carch setting i. e. Canada, was the primary cause of this limitation. Although 
initially the researcher believed that there existed In Canada large numbers of 
immigrants from a variety of Countries of Origin who, on the basis of casual 
observation , seemed to be exhibiting significantly different purchasing behaviour. 
In reality, the utilization of Canada as the research setting caused the limitation 
because of Canada's past and present immigration policies which ensure that the 
vast majority of immigrants to Canada originate from Industrialized westernized 
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cultures, i. e. primarily European cultures, are from the higher end of the 
socio-economic scale, and in addition are primarily caucasoldal I. e. white 
skinned people. Unfortunately this aspect of choosing Canada as the setting 
for the study was not recognized by the researcher. Certainly in the last 
decade Canada has experienced a greater incidence of immigrants from Asia, 
Africa and the West Indies wherein vastly different cultures and races would 
be represented. However this recent trend still represents only a relatively 
small percentage of overall immigrant numbers, the majority of whom continue 
to originate from Europe. In addition the data available for analysis by this study 
did not represent this most recent immigration trend, in fact the data relating 
to current trends will not be available from Statistics Canada for several years 
into the future. Therefore the researcher can only surmise, without the current 
possibility of verification, as to what effect the inclusion of data from substantially 
different cultures would have had on the conclusions reached by the study, if 
indeed there would have been any effect. 
9.6 Conclusions in Perspective 
In an attempt to place the previously discussed major limitation of 
the study i. e. similarity of cultures studied, into the correct perspective and 
thereby relate to the conclusions reached by the study, the researcher became 
concerned about the "family" aspect of the study. As discussed In some detail 
in Chapters 2 and 3 the family was a central aspect of the study, and as previously 
stated could be considered the key. However the concept of "family" in various 
non-western cultures differs from the concept of "family" in the Canadian culture. 
This difference in the concept of "family" may help to explain the conclusions 
reached by this study. 
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Wasson (1975) in a discussion of the family structure as It relates 
to the consumption decision-making process expresses this difference in the 
"family" concept Ibetween the highly industrialized nations of the North Atlantic 
Community of Western Europe and Northern North A mcrica and the norm in major 
areas of most of Asia, patticularly India, Mexico and much of South America", 
as follows: 
11 There are a number of possible family relationship 
structures but two major ones dominate most of the 
world. The first of these is the small family, or nuclear 
or conjugal family, typical of the United States, Canada, 
and the western European areas in particular. In this 
structure, it is assumed that when the children mature, 
and particularly when they marry, they will establish a 
new household of their own, separate from that of the 
parents on either side. All ties with the former family 
are seldom completely cut, but the Importance of the 
in-laws diminishes greatly once the now family is estab- 
lished. At the other extreme Is the extended family which 
would consist of . say, the paternal grandfather and 
his 
wife , his sons and their wives and childrcn , and any un- 
married daughters, all living under the same roof and 
sharing the total Incomes. If the elders live long enough, 
there may even be the wives of grandsons and their 
children. In this pattern, designated as 'patrilocall, sons 
stay with the parents while daughters move In with their 
husband's parents. This is the norm for the ideal family 
In India, for example. 
Within such an extended Indian family, the grandfather or 
father has the highest position and status. Ile Is at the 
top of the pecking order. ' His advice is sought and his 
decisions are final. His decisions, however, are not made 
without consideration of the other members of the family. 
His position is more like that of the chairman of the board 
rather than of a general manager or president - that of going 
along with decisions made by other members of the family 
as long as decisions are within the bounds of what he feels 
are acceptable and so long as he Is consulted. Seldom is he 
likely to veto an action outright. More often, he will make 
suggestions and modifications or raise doubts about the 
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wisdom of an action. In one way, the systerA Is very 
similar to that of a large diversified corporation In 
which the managers of individual operations have a 
great deal of autonomy, but are always subject to the 
overview of the corporation itself. 
This analogy, however, is far from perfect. Within the 
Indian system, the family income and assets arc generally 
considered as parts of a single pool. Individuals are not 
on a specific budget, but each individual has a sense of how 
much he should spend and the limited range of goods on 
which he is likely to spend it. Few purchases are made 
by the purchaser for himself without some degree of 
consultation with others. 
Indeed, the Indian hesitates to make a decision of any sort , 
within the family or outside, without consulting numerous 
people for advice - whether it is decising on a new job, re- 
modeling the house, making a governmental decision or 
deciding to purchase a minor -appliance. The Indian never 
feels comfortable until he has consulted with numerous 
other people before making a move - even the purchase of, 
say, a watch might not be made until a brother, the father, 
and the mother were consulted. Because of this situation, 
an Indian would be very uncomfortable making a decision by 
himself. If he lacks personal contacts for adequate consul- 
tation , he may seek to 'consult the stars' for help and only 
after the astr ological signs are favourable will he dare to 
move and make a purchase or undertake other actions. When 
the wife goes to make a purchase for her husband or for the 
family It is to the in-laws with whom she now lives that she 
turns for help to determine which tea brand she should buy 
or where she should buy it. She will consult her husband's 
mother and the latter will probably shop with her, whether 
or not she lives in the same household. 
This family structure with its decision-making process 
leads to much more conservative buytrig patterns than 
exist in an area in which the nuclear family predominates. 
Products have to be satisfactory to several people of very 
different ages, hence the personal appeal is of little value. 
New products are slow to be adopted because the individual 
does not like to stray outside the known, acceptable limits 
of purchases. When new products arc introduced, it is best 
that they carry recognized brand names and be distributed 
through established channels, with promotion emphasizing 
the wide acceptability by all members of the family and 
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population. Price cutting may be taken as a, sign of 
inferior quality and shopping puts the emphasis on 
durability and quality. 
As already noted, this in-family attitude spills over 
from the family to industry itself, even more than In 
the United States. The person responsible for making 
the purchase for a firm must consult many elements 
within the firm and arrive at some sort of concensus 
before the purchase is approved. One Implication of this 
system has a great deal of importance to marketing. 
Many American ads, for example, imply that the wife's 
problem is to satisfy the husband or the husband his wife. 
In areas with the extended families, however, advertising 
themes are more likely to stress the satisfaction of offier 
members of the family of the older generation. The 
direct accountability of the wife to the husband is not an 
understood process in such areas. When family members 
are pictured together in advertisements, it Is usually a 
mother and son, or father and son, or mother and daughter- 
in-law, rather than a husband and wife. 
If we accept Wasson's viewpoint to be valid, and the researcher 
cannot find reasons to the contrary, then many of his observations are of impor- 
tance. The main differences in the decision-making process which Wasson 
emphasises are the following: 
more conservative buying patterns exist in an extended family 
culture, 
2. products have to be satisfactory to several people of very different 
ages, 
3. new products are slow to be accepted, 
4. price cutting may be taken to be a sign of Inferior quality, 
5. shopping puts the emphasis on durability and quality, 
and 6. the direct accountability of the wife to the busband Is not an 
understood process. 
This difference in the family concept and the resultant differences 
In the decision making process as suggested by Wasson could partially explain 
-224- 
the conclusions reached by the study. If we accept that "family" Is the key 
element in the social influence dimension of consumer behaviour then Inasmuch 
as the family aspect of the ethnic background data analyzed and/or gathered by 
the study was similar (i. e. the vast majority of immigrants to Canada originate 
in Western Europe and have a nuclear family structure) then It is understandable 
and perhaps predictable that immigrating family groups would, through the work- 
ings of the family and Its inter- relationships, tend to become aware of, and 
adapt to the new cultural values and norms of their adopted country very quickly, 
and therefore exhibit similar purchasing patterns to those of other family groups 
in the new cultural setting. The researcher is therefore suggesting that the 
socialization process, whereby immigrant (ethnic background) families embrace 
now cultural values and norms, will occur more quickly In Immigrant families 
from cultures with nuclear "family" structures than In Immigrant families from 
cultures with extended "family" structures. This phenomena would likely In 
turn, result in ethnic background appearing to be less Important and thereby less 
Influential on consumer behaviour than other elements in the social influences 
dimension. 
Although the above discussion Is speculation by the researcher, it 
does not seem unreasonable, speculation, and as previously suggested, further 
research in relation to the socialization process which occurs within newly im- 
migrated families seems warranted In order to provide greater knowledge and 
understanding of what takes place. 
0.7 Implications for Marketing Practice 
The implications of this study for marketing practice are Important 
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but do not necessitate significant alteration to current practice. 
The conclusion of the study at the macro level that ethnic back- 
ground has a significant effect on consumer behaviour, but in relation to the 
other social influences studied is of minor influence, is of major Importance 
to business firms marketing on a national I. e. country wide, basis In relation 
to market segmentation. Segmenting the market on the basis of ethnic origin 
does not therefore represent as potentially useful a segmentation strategy as 
does segmentation based on social influence sub-elements which do exert a 
major influence on behairious such as income, occupation or stage in lifecycle. 
Since some business firms which are marketing nationally do currently utilize 
various forms of segmentation using income, occupation and stage in lifecycle 
(or some combinations or variations thereof such as "life-style" segmentation 
which Is beginning to be utilized by the more progressive firms) then the con- 
clusions of this study do not represent radically new information but rather con- 
f irmation of existing practice. 
However, in the researcher's opinion, there may be situations 
wherein firms who are not marketing on a totally nation wide basis but instead 
are regionally based, when market segmentation primarily on the basis of ethnic 
background or perhaps on the basis of ethnic background combined with other 
factors such as stage in lifecycle, may be potentially of great significance. For 
example if a large concentration of numbers of Immigrants with the same ethnic 
background occurs in a given rather small geographical location, such as a major 
metropolitan area, then segmentation on the basis of ctlmic background plus using 
the appropriate custom designed "marketing plan" or "marketing strategy" 
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including perhaps: separate product designs and features; separate packaging 
and advertising and promotion; separate pricing; and even If warranted separata 
channels of distribution including retail outlets, could be a 'breakthrough" profit 
opportunity. That Is to say that ethnic background market segmentation may 
provide a business firm with a very real competitive advantage over other business 
firms if these other firms are ignoring the need for ethnic background market 
segmentation. In fact the situation may exist whereby market segmentation on 
the basis of ethnic background could be a basic necessity for survival of the firm, . 
if the numbers of immigrants involved in the firm's trading area arc sufficiently 
large. For example if the firm's market area contains a family composition 
whereby 25% of the families have the same ethnic backgrotInd then the firm, to 
survive in a competitive business environment, may find that market segmen- 
tation on the basis of ethnic background Is practised by the competing firms and 
thus is a necessity in order to stay in competition. It seems reasonable to suggest 
that this situation may currently exist in Various locations such as Toronto and/or 
Montreal in Canada and perhaps Bradford, Yorkshire in England. 
The key factor in the marketing practitioners decision process, 
regardless of whether the business firm Is a large national marketer of a small 
regional one, is the number of potential customers which exist in the general 
market being serviced by the firm which have a given ethnic background. If 
sufficient numbers exist to indicate a potentially profitable segment then the 
appropriate feasibility study regarding the profitability *of market segmentation 
and the creation of a detailed marketing plan should be undertaken. 
Even in situations where a feasibility study indicates that market 
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segmentation on the basis of ethnic backgroundwould not be profitable, there 
still may be opportunities available to the firm to allow some form of responso 
to these potential customers. For example the firm could vary or alter certain 
aspects of its marketing activities i. e. product, place, price or promotion, at 
little marginal cost to the firm, which would allow at least a partial recognition 
to the differences which might be in place in the ethnic background segment of 
the potential market even though complete marketing segmentation by ethnic back- 
ground is not feasible. 
A further implication. of the study concerns international marketing 
practice. The growth of multinational firms during the past few decades and the 
growing involvement of large numbers of firms In many parts of the world in inter- 
national trade , if not actual international operations and/or marketing, 
has resul- 
ted in a controversy over the advantages and disadvantages of centralized opera- 
tions versus decentralized, almost autonomous operations. The major thrust of 
the arguments presented in favour of a relatively autonomous decentralized type 
of operation is that the customers which exist in the various parts of the world 
are significantly different. These differences require a decentralized control 
over each local operation, especially the marketing operations, in order that the 
firm might successfully cater to these various customers via individually designed 
local marketing plans and strategies. The conclusions of this study would seem 
to indicate to the researcher that at least In the aspect of actual purchases of 
consumers a totally decentralized marketing operation may not be necessary. 
In fact centralization of marketing planning may represent more advantages than 
disadvantages if the centralization allows for grouping nuclear ', family" cultures 
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into one planning sphere and grouping extended "family" cultures into a separate 
sphere. In this way the similarity of consumption behaviour of each sphere may 
be taken into consideration when planiiing the marketing activities of each sphere, 
while the many advantages of a centralized planning process could still occur. 
9.8 Implications for Consumer Behaviour Theor 
The Implications of this study for consumer behaviour theory are 
of Importance. Briefly the implications are that the United States based thcor- 
ists/scholars who have in the past,, on the basis of little apparent study or 
evidence, treated ethnic background as a minor or Inconsequential influence 
on the behaviour of consumers were not in error in doing so. This study does 
nevertheless make an important contribution to consumer behaviour thcory in 
that It presents evidence which allows theorists to be more confident that the 
appropriate viewpoint concerning ethnic background and consumer behaviour Is 
that ethnic background does exert a significant effect on cousumer behaviour but 
that in relation to other Influencing factors ethnic background is a minor Influenco. 
An additional Implication of the study concerns the dimension of 
social influences. The study discussed in some length the validity of viewing 
the social influences dimension of the models of consumer behaviour to consist 
of a number of sub-elements such as culture, social class, family, etcetera 
but that the exact number and type of sub-elements which interact to form the 
social influences element are not presently known and therefore research to 
establish if additicnal sub-elements exist is u3eful and valid research. The 
study justifies this viewpoint. 
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As a closing observation to the study a caution should be noted 
herein in that further research, perhaps a macro study analyzing another 
country, or perhaps a study of certain aspects of consumers pre-purchase 
activities , may at a 
later date, indicate that ethnic background Is of major 
importance in relation to certain elements such as perhaps attitude, evaluation 
criteria, or external search and evaluation of alternatives. Therefore until 
this further research is undertaken it is not possible for theorists or rcsear- 
chers to be absolutely certain that ethnic background has no major Influence on 
any aspect of consumer behaviour. 
APPENDIX A 
Explanation of the Survey Methods Used by Statistics Canada 
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INTROLUCTION 
This report presents tabulations of family expenditure in Canada oLtained from a survey carried out in January, 
February and March, 1970 and refers to the calendar year 1969. These tabulations are designed to show patterns of expenditure 
for families and unattached individuals in Canada as a whole, classified by selected characteristics such as province, urban. 
ization size class* family type, family life cycle, family income, tenure, age of heado occupation of head, education of head, 
country of origin and immigrant arrival year. 
For brevity, as well as reliability, these Canada tables reflect rather more the requirement of adequate wLthin-class 
sample sizes, than that of obtaining relatively 
homogeneous groupings of families. The degree of cross-classificatiork is 
therefore largely confined to providing separate tabulations as between urban and rural areas, in Canada and between families of 
two or more and unattached individuals. 
The provision for tabulations referring more specifically to different geographic region$ of Canada and to major 
regional urban centres are covered in a second and third volume. 
There will be four volumes, including the present volume, published under the Reneral title "Family Expenditure in 
Canada, 1969" -a brief description of each is given on page 202. These four volumes relating to the full budget will 
supplement information derived from a survey of family food expenditure in Canada conducted throughout 1969. For that survey& 
monthly samples of *approximately 1,300 families and unattached individuals were asked to keep records. of food and selected 
non-food purchases, for two consecutive weeks. The open-book diary was used on which respondents recorded, by item, expendi- 
tures and quantities. The results from the food survey are published in two volumes "Family Food Expenditure in Canada, 
1969" Volumes I and 11 (Catalogue Nos. 62-531 and 62-532). 
There are a few differences of coverage in the presentation of tabulations from the two 1969 surveys, which should 
be considered when making comparisons. Boarding families and unattached individuals are excluded only from the food survey 
tabulations, while the exclusion of part-year spending units apply only to tabulations from the full budget survey. These 
differences largely account for the relatively fewer unattached individuals shown for the food survey. A further consideration 
is to note that while family income in the full budget survey referred to calendar year 1969, for the food survey it referred 
to the previous twelve months for each monthly sample and thus to varying periods between calendar years 1968 and 1969. 
The 1969 survey is the first family expenditure survey of national scope since 1948 and was designed to provide 
information for families and unattached individuals living in private households in all areas of Canada, both urban and rural, 
except Yukon and the Northwest Territories. Similar surveys conducted during the past twenty years by Statistics Canada 
(Dominion Bureau of Statistics) have varied in coverage from middle-income families in & few major cities to all families and 
Individuals in urban centres of 15,000 and over. In no case have they covered the small urban and rural population. 
The 1948 survey response provided effective coverage only for the non-farm population, and even in respect to this 
provided fewer than 4,000 usable records. The only substantial post-war coverage of form family living expenditures Vas 
provided in the comprehensive survey of farm income and expenditure undertaken by Statistics Canada, (Dominion Bureau of 
Statistics) jointly with the Department of Agriculture in 1958. The number of usable farm family records obtained in 1969 to 
one third of that obtained in the 1958 survey, and will permit comparisons for farm families in broad terms only. 
SAMPLE DESIGN AND SELECTION 
The sample was selected within the framework of the Labour Force area sample. Households were chosen by systematic 
random sampling from a list of households. A full Labour Force sample was set aside from which a sub-sample was drawn for 
this particular survey. Contrary to practice in earlier surveys, therefore, the sample was not drawn from a group of house. 
holds which had been previously included in the Labour Force survey. 
The allocation of the sample represented a compromise between samples proportional to population and equal samples. 
Montreal and Toronto were assigned samples larger than other cities. because of their importance in the Canada average. How- 
ever, the smaller cities w. ere given larger samples than thOir importance in the Canada average warranted in order to meet the 
need for reliable city estimates. In the same way, samples for small urban, rural non-f&rm and farm were drawn to provide 
reliable provincial or, at least, regional estimates. In compiling composite estimates, records were weighted to restore to 
each geographic area its due importance in the total, thus compensating for variable response rates between areas as well as 
variable sampling rates. 
SURVEY METHODS AND RELIABILITY OF RESULTS 
Survey Methods 
The 1969 survey was conducted in the same manner as earlier survey# of family expenditure. The enumerator was first 
required to list all members of the household and to determine the spending units which comprised the household. The enumer- 
ator then completed an expenditure record for each spending unitv recording the information on a detailed schedule, Facsimiles 
of the Household Control Card (FEX 1) and the Schedule (TEX 2) appear in the Appendix to this report. 
The collection of expenditures by recall and reference to records for the previous year imposes a considerable task 
on both the interviewer and the respondent* necessitating lengthy interviews and frequently more than one visit in order to 
obtain complete information. It is conbidered that the calendar year provides boundaries which are apt to be more clearly defined in the respondent's mind than any other twelve-month period. Purchases of large items, automobiles, chesterfield 
suite*, etc., may be recalled fairly readily. This is also the case with rent, property taxes and monthly payments on mort- 
ZARes. Food expenditure, which comprises almost one quarter of the average budget* can be estimated In terms of weekly or 15onthly expense. Expenses on smaller items, %iaich are purchased at regular intervals, are usually estimated on the basis of aniount and frequency of purchase. The accuracy of other family expendituresp such as those for clothing, depends upon the ability of the respondent to remember individual purchases at * considerable level of detail. 
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Survey Processin 
Editing was carried out in several stages. The preliminary edit in the regional bffice was mainly for completeness. 
so that, if necessary, a schedule could be returned for further information. 
This was the fourth survey in the series to be processed by computer. The manual editing carried out in head office 
comprised (1) a review of each schedule for consistency and correct location of items; (2) coding a limited number of items 
which were reported non-numerically; (3) performing certain adjustments on reported information and (4) reviewing the balancing 
check. The computer edit performed a variety of consistency checks including the balancing check, and formed the basis of 
further clerical editing and correction of incorrect entries on tape. Records identified by the computer as being outside the 
ten per cent limit were submitted to a final appraisal to determine whether they should be accepted or deleted. Experience 
has indicated that in this type of survey too much reliance on a mechanical edit could be as time-consuming as a more complete 
manual edit, and that, in fact, the identification and correction of errors at this stage demanded much more care on the part 
of the clerical staff. 
Resvonse Errors and Samplint Error 
Errors in sample surveys can be divided into two main types, errors of response, and sampling errors. Errors of 
response may be due to inaccurate answers or incomplete information. The latter may be the fault of the design of the schedule. 
faulty questioning by the enumerator, refusal of the respondent to co-operate, or failure to locate some families. 
In addition, all samples are subject to sampling error, which arises from the fact that only a portion of the universe 
is observed. Sampling error is related to the size and efficiency of the sample, the frequency of reporting the item and the 
variation in expenditures on the item. In general, smaller relative sampling errors are associated with groups of items which 
are reported by the majority of families, such as totals for food, clothing, household operation, personal care supplies, and 
medical care. The largest sampling errors occur in individual items infrequently purchased such as major durables or air 
travel, or groups of items on which the percentage of families reporting expenditure was relatively low. In the detailed 
tables of this report the percentage of families reporting is shown for each item beside the average expenditure per family. 
Reference has already been made in the foregoing sections on survey methods and survey processing to the balancing 
check which Is performed on individual schedules. For the third time in this series of reports, the account-balancLng differ- 
I! nce is published as a part of the information accompanying each expenditure pattern. For a given group of families, the 
account -balancing difference represents the average net amount, either positive or negative, by which the schedules comprising 
the group were not in balance. A positive account-balancing difference indicates an excess of Income, other money receipts 
and debit items of financial change (decrease in assets and increase in liabilities) over expenditures and credit items of 
financial change (increase in assets and decrease In liabilities). A negative account-balancing difference indicates the 
reverse, an excess of expenditure and credit items. 
It should be noted that the "allowable" balancing difference, which served as an error signal was ten per cent of 
total receipts or disbursements, whichever was larger. This method allowed a greater margin of error to families who had 
substantial changes in assets and lLabilitiess such as the sale or purchase of a home. 
ELIGIBILITY CRITERIA AND SAMPLE RESPONSE 
Of the sample of 24,606 dwellings, only 21,978 were actually occupied. These contained 22.634 spending units of 
whom 276 were ineligible. 
Eligibility Criteria 
Although no eligibility criteria of income or family composition were applied, there were certain conditions under 
which spending units were not eligible. Spending units who were families of official representatives of foreign countries 
living in Canada were excluded, as were families (or individuals) living full-time in institutions. In the sample 276 
spending units were ineligible on these criteria and were excluded by definition in field operation. 
Samvle Resnonse 
Out of the estimated 21.887 eligible spending units, excluding those known to be part-year, 15,140 families and 
Individuals provided usable schedules for a full year. The overall response rate was 69.2 per cent. Of the estimated 6,747 
spending units from whom a completed usable schedule was not obtained, 1,645 were non-contacts. and 4,661 either refused to 
co-operste or did not provide complete information. A further 441 family schedules were rejected at the editing stage as 
being too far out of balance to be usable. 
The response rates iýArLed by region with an average of 69.2 per cent in the Atlantic Provinces, 72.8 per cent in 
Qjebec, 65.1 per cent in Ontario, 73.1 per cent in the Prairie Provinces and 63.9 per cent In British Columbia. For the eleven 
major regional urban centres, the response rate averaged 67.7 per cent. which is a little lower than the 68.9 par cent obtained In the 1967 survey. 
The excluded part-year spending units comprised families and individuals who had, Immigrated to Canada during the 
survey year, units formed by marriage during the year of persons who had both been members of existing spending units previous to their marriage, and other' families and individuals who became independent spending units during the survey year. There 
were 471 schedules obtained from families and individuals who existed as spending units only part of the year: of these 369 
appeared to be complete for the part of the year to which they referred. 
As in past surveys, part-year units have been excluded from tabulations of average expenditure per family, because 
of the irregular time periods covered and because their inclusion would have rendered family groups less homogeneous and the averages less specific. The fourth volume in this series will include estimates of the effect of part-year families on aggre. gate expenditures. 
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In the foregoing response calculations for full-year spending units* part-year units have been excluded as if they 
were ineligible. 
Their'inclusion in response calculations would have raised the overall response, fractionally frole 69.2 to 
69.4, but this difference possibly reflects the 
less rigorous criteria for acceptability which could be applied, rather than 
,a improvement in response. 
PRESENTATION OF SURVEY RESULTS 
The tables in this report represent a selection from a considerably larger number of detailed tables. In Tables I 
to 36 inclusive, patterns of family expenditure for the total sample of families and one-person spending units are presented, 
classified by important family characteristics. 
Table 37 to 46 provide similar information for families of two or more as a 
group, classified by the major characteristics. 
Tables 47 to 54 show patterns of family expenditure for married-couple fami. 
lies only, while Tables 55 to 58 refer only to unattached individuals. 
Tables 59 to 61 provide full expenditure detail for the patterns presented in Table 1,12 and 43 respectively. Infor- 
mation is in the form of average expenditure per 
family and percentage of families reporting. Average expenditure per person 
way be derived by dividing average per family by average 
family size. The average expenditure per family reporting on a given 
item can be derived by the following calculation: 
AveraRe exPenditure per family 
x 100 Percentage of families reporting 
Complete expenditure detail is available for all classifications shown in Tables I to 58 and for some classifications not shown 
in this repor t. 
NOTES AND DEFINITIONS 
Coverage. - The sample of families and unattached individuals was designed to reflect all areas of Canada. both urban 
and rural, except Yukon and the Northwest Territories. It refers to families and individuals living in private households but 
excludes those living in collective households such as hospitals and military establishments. 
Also excluded. in deriving average per family expenditures, were part-year spending units. These comprised families 
and individuals who had immigrated to Canada during the survey year; units formed by marriage, during the year, of persons who 
had both been members of existing spending units previous to their marriage; and other families and Individuals who became 
independent spending units during the survey year. Some consideration of part-year spending units will be made in Volume IV in 
connection with aggregate expenditure. 
1. Family and Family Characteristics 
Family. - The family or spending unit Is defined as a group of persons dependent on a common or pooled income for the 
major items of expense and living In the same dwelling or one financially independent individual living &Ion*. Never-married 
sons or daughters living with their parents are considered as part of their parents' spending unit. In the great majorit! of 
cases the members of spending units of two or more are related by blood. marriage or adoption, and are thus consistent with 
the "economic family" definition employed in surveys of family income, "a group of Individuals sharing a common dwelling unit 
and related by blood, marriage or adoption". The definition of family employed by the population census restricts the family 
to husband, wife and any unmarried children living with them, or one parent and unmarried children. Individual or one-person 
spending units are financially independent persons living alone or as roomers. 
It should be noted that accor4ing to the "economic family" definition, unrelated persons living in the same house- 
hold would be counted as unattached individualsq whereas in the expenditure survey it Is possible for two or more unrelated 
persons to comprise one spending unit. 
Family head. - In busband-wife families, the husband was considered as head. In one-parent families with unmarried ' 
sons or daughters, the parent was considered head. In all other types of speading units. the head was the person mainly respon- 
sible for the maintenance of the spending unit. 
AAe of family members. - In ill cases the age referred to was the age at December 31,1969. in other words the age 
attained at the 1969 bLrthday. 
Ldult. - Person 16 years of age or over at December 31.1969. 
Child. - Person under 16 years of age at December 31,1969. 
Family type. - Defines the family in terms of numbers of adults and children. 
Family life cycle. - This classification groups spending units into three major categories: (1) unattached individuals. 
(2) married-couple families, with or without unmarried children, but no other persons, (3) other families, which include married 
couples with relatives other than unmarried children, single-parent families and other families of relatives or non-relatives. 
The married-couple families of the second category are further classified by age of bead (under 45; 45-64; 65 and over) and by 
the presence or absence of children within specific age groups. The unattached Individuals are also classified by age. 
Full-time earner. - Any person employed for 48 weeks or more on a full-day basis. 
Employment status of wife. - Refers to number of weeks worked vLtbLn the survey year including holLdays with pay, 
wLth a distinction made between full-day and part-day employment. Full-time employment refers to employment of 48 weeks or 
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more working full-day. Part-time employment refers to employment from one to 47 weeks working full-day or any number of weeks 
part-day. No wife of head refers to families other than husband - wife families and includes families where the head was a 
female. 
Bomeowner. - Refers to families living in a dwelling (either with or without mortgage) owned for the entire survey 
year by a member of the spending unit. 
Car owner. - Refers to families owning it car at December 31,1969. 
Occupation of bead. - Based upon the Standard Occupational Classification published by the Dominion Bureau of Sta- 
tistics, now Statistics Canada, April 1961. 
Region. - Refers to a contiguous grouping of the Provinces. Quebec, Ontario and British Columbia are shown separately 
as Regions, but Newfoundland, rrince Edward Island, Nova Scotia and New Brunswick are grouped to form the Atlantic Pegion and 
Manitoba, Saskatchewan and Alberta form the Prairie Region. 
Urbanization Size Group. - Families and unattached individuals living in cities, towns and villages with population 
of 1,000 or over, whether incorporated or not, and including urbanized fringes are classed as urban 
-. 
All others are classed 
as rural. In some tabulations a distinction Is made between families and unattached individuals living in urban centres with 
populations of 1,000 to 29,999; 30.000 to 99,999; 100,000 to 499,999; and 500,000 and over, or some combination of these. 
Families and unattached individuals living in dwellings situated on farms in rural localities are referred to as rural farm. 
A farm, following the 1966 census definition, was a holding of one or more acres with sales of agricultural products of $50 
or more per annum. This would include, therefore, families whose income is derived largely from non-farming operations, but 
excludes farm operators and their families who do not live on their holdings. Special areas refer to separate private dwell- 
ings within institutions such as hospitals and military establishments and also dwellings in designated remote areas. 
Note that all urban, all rural and special areas combined are referred to as all urbanization site classes. 
CountrX of origin. - Refers to country where family head was born. Other %orth Furopea: j includes those born in 
Denmark, Finland, Iceland, Norway, Republic of Ireland and Sweden. Other West European includes those born in Austria, Beltium, 
France, Luxembourg, Netherlands and Switzerland. Other South Furopean includes those born In Greece, Malts, Portugal, Spain, 
Yugoslavia and Albania. Other East European includes those born in Bulgaria, Czechoslovakia, Estonia, Hungary, Latvia, 
Lithuanias Roumania and Russia. Asia includes those born in Ceylon, China, India. Iran. Israel. Japan, Lebanon, Pakistan, 
Philippiness Syria and Turkey. Australasia includes those born in Australia and New Zealand. 
11. Income. Expenditure and Other Financlal Items 
Money Income. - Included: (1) Employment income i. e. gross Income from wages and salaries; net income before taxes 
from self-employment; and receipts from military pay and allowances. (2) Other Income i. e. gross receipts from roomers and 
boarders; net rentals; family allowances; interest and dividends; all pensions; workmen's compensation and unemployment insur. 
ancq benefits; regular receipts from insurance policies and annuities; and miscellaneous regular Income receipts. 
Other Tnoney receipts. - Reported but not included In income, comprised inheritances; bequests; lump sum settlements 
from property insurance. accident and health policies; and irregular gifts from outside the family. 
Source of income. - Wages and salaries comprised employment income Including military pay and allowances and salary 
paid to owner of incorporated business. Incone from self-employment included net profit to proprietor or partner of unincor- 
porated business or farm also gross income from roomers and boarders. Investment income included interest and dividends, net 
rents on owned property, trust and estate income. Government transfer income included family allowances, unemployment insur- 
ance, veterans' and old age pensions includingAhose under the Canada or Quebec Pension Plan. Miscellaneous income included 
pensions arising out of previous employment, individually purchased annuities, and other money income. 
Major source of income. -A source is classified as major, for a particular family or unattached Individual, if It 
provides the largest source of income to that family. 
Expenditures for current consumption. - Included expenses incurred during the survey yeer for food, housing, fiel, 
light and water; household operations; clothing; automobile purchase and operation; other transportation, medical care; per. 
sonal care, reading; recreation; education; smoking and alcoholic drinks and a miscellaneous group. Consumer durables such 
as automobiles and household equipment were considered as consumption items, but changes in equity, purchases and sales of 
homes were considered as changes in assets and liabilities. Family expenditures for items used partially for business, such 
as home or cars, were adjusted to exclude the amount chargeable to business use. Sales, excise, automobile and real estate 
taxes were Included as part of consumption expenditure for the commodity or service to which these taxes applied. 
Food prepared at home. - All food purchased to be served at home or tarried away from home in lunchest including 
cost of food served to boarders. 
Rent. - The net family expense for contract rent after adjustment for any use of the dwelling for business. There 
was, however, no adjustment in rent for partial sub-letting to roomers or boarders. 
Fire insurance. - Premiums paid on policies for fire and comprehensive. policLes. Amounts paid In premiums covering 
more than the survey year were not pro-rated. 
rousing renairs. - Amount spent for labour and materials for all types of repairs and maintenance. Costs of Improve. 
ments (such as added rooms, garages, etc. ) which are considered Increases In assets, were not Included. 
Repair materials. Cost of materials purchased separately by family. 
Repairs - contract cost. - Included both cost of materials and the labour for repair jobs done by professional build. 
Ing craftsmen. 
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. Mortgage Interest. - Was calculated on the basis of the terms of the individual homeowner's mortgage contract. The 
cog-tgage principal repayments 
in the survey year were not considered as expenses, and hence they were not Included in either 
, better costs or total expenditure. 
but counted as increases in assets. 
other owner expenses. - Included real estate commissions, lawyers' fees connected with home ownership, and mortgage 
Insurance fees and premiums. 
Gas. - Delivered in mains, by tank truck or in containers. 
coent . 
Otber beating costs. - Included such things as payments for central community beating and rental of beating equip. 
Household moving expenses. - Did not include trailer or truck rental for purposes of moving 
Other non-electric kitchnn equipment. - Included wooden utensils, canning materials and jars. 
Other electric kitchen equipment. - Included can openerss electric knives, etc. 
Other electrical equipment. - Included heating pads, vaporizerý electric clocks, etc. 
other household textiles. - Included mattress coverso runners, etc. 
Car purchase. - Was net of trade-in allowance (or sale) and discount. It included the purchase price of the automo- 
bile, extra equipment and accessories bought when the car was purchased. 
Car operation. - Where the car was used for both business and family use the car operation experditures were adjusted 
to account only for family use. 
Other (boat. steamship, ferries etc. ). - Included pleasure cruises but excluded boat passage as part of a package tour 
(see recreation). 
Physician's care. etc. - Physician's care, eye care, dental care. hospital care, nursing care, etc. referred only to 
expenditures made by the family on that portion of the health services not covered by the prepaid plan(&) held by the family. 
Net change in assets and liabilities. - Referred to net changes during the survey year In assets such &a bank accounts, 
money on. band, money owed to the family, stocks and bonds (excluding change in market value)q sale of personal property, invest- 
ment in real estate and business investments along with net changes during the survey year in liabilities such as notes due to 
banks, loan and insurance companies, etc,, instalment purchases, charge accounts and other bills, rents and taxes, If on b&l- 
ance a family dissaveds i, e. if credits (net increase in assets and net decreases in liabilities) were exceeded by debits (net 
increase in liabilities and net decrease In assets) then. thi-s would result in &. negative figure (-). 
111. Technical Definitions 
Number of families In population. - These are estimates of the total number of families and unattached Individuals 
living In private households, at the end of 1969, in a specific class. They are aggregates of the figures used in the weighting 
of records in each class and should be used in combining classes. 
Weighting of records. - Records were weighted to restore to each geographic area Its due importance In the total, 
thus compensating for variable response rates between areas as well as variable sampling ratios. Estimates were made of the 
total number of families and unattached individuals living in private households, at the end of 1969, for each of a number of 
specific geographic areas in Canada. Allowances have been made for changes since the 1966 census, but although estimates, 
particularly of changes within Provinces, are subject to error, it is unlikely that this has significantly biased the calcu- 
lated average expendittire figures. 
Family size. - Family size or "year-equivalent persons" was computed by dividing the total number of weeks during 
which family members belonged to the unit in the survey year by 52 weeks. In this way. part-year members were counted as 
fractions of a year-equivalent person. 
Average per family. - The averages were based on all families in each class, whether or not they reported purchases 
of a particular item. Averages were calculated by dividing the aggregate amount of Income or expenditure in a given class by 
the total number of families in the class. Because all averages for a class are obtained by a common divisor they are additive. 
Percentage reporting. - Percentage reporting was obtained by dividing the number of families reporting the-specified 
It- of income, or expenditure, by the total number of families in the class. Average amounts for families reporting a sps- 
ctfied item can be developed from this by dividing the average dollar expenditure by the proportion reporting. 
Percentage distribution. - The expenditure on a specified Item of expenditure vat expressed as a percentage of total 
expenditure. 
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SURVEY OF FAMILY EXPENDITURES FOR 1969 FEX I 
Household Control Card -Complete one for each household 
Name 
Address 
Primary Sampling Unit 
Lj 
SegmentF71 
_" 
Hotisehold 
III11D 
of D 
List all members of the household and assign spending unit numbers 
Relationship Spenjing 
Ses Marital 
spendýins 
to head Unit Names of household members f ASe a catus unit line 
household number 00. 
INTERYIEWER'S FOLLOW-UP RECORD 
spenýins 
FEX 2 
ounit 
Not 
umber Completedl completed 
Comments 
Include call-back dates and times. reasons for failure to obtain a Satisfactory 
or complete FEX 2, etc. 
2 
3 
0 
I 
8204-3.1: 26-9-69 Dominion Buteau of Statistics 
APPENDIX B 
Survey of Family Expenditures on Shelter 
and Household Durables in 1969 
P. S. U. 
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CONFIDENTIAL 
SEG. H. H. 77 
DOMINION BUREAU OF STATISTICS, OTTAWA 
SURYEY OF FAMILY EXPENDITURES 
IN 1969 
RECORD OF VISITS 
interview time 
Visit 
80. 
Date 
BeSan Ended 
I 
2 
3 
4 
---------------------------------------------------------- Intervie 
FEX 2 
S. U. 
[: ] 
8204-2.1: 28-8-69 
ST COPY 
AVAILA L 
Variable print quality 
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B. SHELTER EXPENSES IN 1969 
1. Type of dwelling at 1 Single house 5 [3 Duplex Dec. 3t/69: a Single house attached to a store, etc. 6 C3 Apartment 
3 C3 Semi-detached or double house 7 [: ] Rooms 
4 C3 Row house a C3 Mobile 
2. Was this dwelling: I C3 Owned without mortgage 3 C3 Rented 
2 C3 Owned with mortgage 4 [3 Rent-free 
3. No. of rooms No. of rooms No. of rooms in dwelling unit 03 rented to othersil 04 used for business 
II- 
__ 
1 105 1 
4. Does this spending unit have the use of: 
(a) Piped running wai 
(b) Piped running wai 
(c) Installed bath, A 
(d) Flush toilet 
(e) Furnace heating 
(f) Electric beating 
(S) Other beating equ 
Yes 
Exclusive 
use 
Shared 
use 
No 
ter. hot -------- 
ter, cold ------- 
ower -------- - 
--- - ------ 
-------- ---- 
--------- - ---- 
iipment ------ 
5. Did you move to this dwelling in 1969? C] Yes C] No 
6. If yes in question 5: 
(a) Did the spending unit own at tent the previous dwelling? owned 
(b) Give date(s)'and explain, e. g. * sold home on July 1.1969 and moved to apartment 
[: ) Rented 
04 
07 
08 
ob 1 
114 1 
7. Did you live on a farm at any time during 1969? C3 Yes C3 No 
S. Did any member of this spending unit own a vacation home in 1969? Exclude mobile summer home [3 Ye IF C] No 
RENTED LIVING QUARTERS 
9. How many months in 1969 did you occupy a rented dwelling? - ---- --- ----- - -------- 
10. Rent payments total (including any part of dwelling used for business) if tent paid included farm land and bu; ldinss. see p. 31 
Rent p aid for Mcýls 'per Rent pai 
d for Meals 
Month Quarters 
only 
Qu , es 
andaboard 
day included 
in lent 
Month Quarte 
only 
Is Quarters 
and board 
day jncr. J, d 
In sent 
January - 
S S 
July ------ 
S S 
February August --- 
March September 
April October --- 
May ---- November 
June --- December 
11. Repairs, decorating, improvements paid by spending unit in rented dwelling ---- - ------ - -- - ------- ---------------- 
12. Concessions in rent made by landlord, include rent rebates (explain) 
8204-2.1 
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B. SHELTER EXPENSES 114 1969-continued 
RENTED LIVING QUARTERS -continued 
13. If the rent paid covered premises used for business or tented to others what percent was chargeable 
to this use? Own business 
Rented to others 
14. Facilities included in rent: (a) Furnitwe or furnishings [: ] Yes r] No 
(b) Electricity C3 Yes C3 No 
(c) Heat C3 Yes C] No 
(d) Water C3 Yes [3 No 
(e) Off-street parking (inside) C3 Yes C3 No 
f) Off-street parking (outside) [3 Yes C3 No 
(g) Other facilities included in rent. e. g.. cablevision (specify) 
OWNED LIVING QUARTERS 
101 15. How many months in 1969 did you occupy a dwelling you owned? ----------------------------------------- -- ------- 
Report total expenses for your household for questions 16 to 18 below. If farm or business expenses are included, 
complete P. 31. ques. 4. 
16. Property taxes and special assessments ----------- --------------- - --- 
17. Premium for insurance on home (total premium paid in last 12 months) ------ --- - --- - ----- -- ---- -- -- -- ------- 
12 
is. Repairs ! nd r7lacements, including decorating. If work done by family member enter under materials onIX. Repairs restotethe 
home to or I nal condition. while improve ments, 
nand 
additions (paxe 4. Q. 20) add to itsSvc'ue. Repairs include painting, 
papering: 
ts 
pairs to floors, toof, etc. Repairs also clude replacement of things worn out, uh as watet pipes, furnace, hot 
water heater, etc. 
te 
Materials 
only 
(a) painting, outside and inside ------ - ---- ------------- - ------------ - --- - ---- - -- 
13 
(b) Papering and plastering ----- - ----- - -------------------- - -- - --- - --------- ---- -- 
14 
(c) Wood floors ---------- - ------ --- ---- - ----- -- - ------- - ------ 
(d) Replacement of tiles (floor coverings, p. 6, Q. 22) 
(c) Plumbing ----------------------------------------------------- 
17 
( f) Heating system (include service contracts) ------------------ - ----- --- -------------- - 
2-0 
(S) Electrical work ----- - -- -- ------------------ - ------- -- -- --- ------ - ----- 
19 
(h) Roofing 
----------- ---- -------- - ---------- - ---- -- ---------- - ------ -- -- - 
10- 
i) Masonry ------------------- - ------------ 
0) Carpentry 
------------------------------ --- ------- - ------------- -- 
(k) Metal work --------------------- -- ------ - -- 
23 
(1) Grounds 
------------------------- - ------- - --- - ---- - 
241 
(m) Other (specify) 25 
26 
Contract 
cost 
1204-2.1 
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B. SHELTER EXPENSES IN 1969-continued 
OWNED LIVING QUARTERS -continued 
19. If you used your dwelling (or business quarters or for rental quarters. what per cent of expense was 01 chargeable to this use? 0wn bc: iness-- P. C. 
Rented o others 02 P. C. 
20. (a) Cost of new add it ions and improvements (list items). Im prow ements would include the add it ions of a room, garage, etc.. 
or the in sta II at ion of equipment, e. g., screens, swimm in Spools, etc.. which you did not ha we before. Describe the kind of 
work done and whether you did it yourself with or without paid help or whether an outside firm or contractor did the job. 
03 
04 
as 
(b) Were any of the above additions or major improvements financed by a home-improvement loan? [: ] Yes No 
106 
MORTGAGE ON OWNED LIVING QUARTERS 
21. If the mortgage refers to a building. containing more than one dwelling 
(dupler, etc. ), %hat percentage of this b ilding is occupied by your household? I 
(a) Ist mortgage 
I (b) 2nd 
I ýher d%ellin& 
Dwelling occupied b this S. U. at ccupied 
by 
the end of 
r, 
969 Imember(s) of this S. U. in 1969. excluJc 
II 
vacation home 
22. (i) Original value of present mortgage 
60 Balance of principle outstanding as of Dec. 31st ----------------- 
(M) Amortization period of mortgage in years 
(iv) Starting date -year and month ------------------------ ------- - -- 
(v) Termination date -year and month 
(vi) interest rate on loan -% --------------------------- - -------------- 
(vii) Regular payment on mortgage ------------ - -------- --- -------- 
(viii) Name of lender ----------------------------------- - --------------- 
(ii) Type of mortgage (1) N. H. A. (2) Conventional (3) Individual 
(z) Vas mortgage (1) new, of (2) assumed? -------------------- - ------- 
(xi) Check, charges included in regular payment on each mortgage, or enter 17 
amoun if known: interest 
Principal 
Property taxes ---------------------------- - ----- 
19 
20 
P. 21 
%127 1 
$-per- 
128 
S- 
21 
30 
Yes I No yes- 
mottgage 
per 
Yes I No 
23. If any Jump sum payments were made, enter bete - ---------------------- - ------------ 
24. Other expenses (e. g., legal charges re. house, mortgage broker charges, etc. ) specify 
25. If you were selling this dwelling now. for how much would you expect to sell it? - ---------------- 
-241- 
SHELTER EXPENSES IN 1969-voncluded 
OTHER HOUSING EXPENSES 
Canada United States Othef Countries 
IsII$IIs 
16. -------------------------------------------- 
01 107 is 
. Lodging while 
away at school or college . 
2 08 
Lotlginlt while working away from home, excluding business expenses -4 -L 
'0. LOJS; ng for persons travelling or on 
holiday, not included above and not in package tour 
03 09 Is 
Vacation Home' 
05 
Amount spent for rented vacation home 
10 1 
. 
10, Amount spent for owned vacation home (taxes, insurance, repairs. interest on mortgage, 
LO4 
tic. ) ................... ........ . ........ . ...... .... .... 
05 17 
12 
WATER AND FUEL -For renters and homeowners 
Total cost 
)1. Water - ------------------------ - ---- - ------- ---- -------------------- 
32. Oil and other liquid fuel ------------------------------------------------ - ---- - --- - --- ---- - --- - -------------- - 
53. Piped gas -------------------------------- - ----------------------------- - ---- - ------ ------ ------- -- ---- 
34- Bottled Sea. Exclude rental equipment ------------------------------------------------------ -- ----------- - ------- - 
35- Electricity ------------- ------- -------------- ------------------ 
24 
56. Coal or coke - -------------- - ---------------- - ----------------------- - ------- - -- - ----------- - -- - 
37. wood - ---------------------- -- ------ ----- - ------------- -- - ---- - ----- - ---- -- 
26 
38- other beating costs, e. g., central community besting, rental of beating equipment ---------------------------------------- 
27 
Notes 
£. 1 
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C. EXPENSES FOR HOUSEHOLD FURNISHINGS AND EQUIPMENT IN 1969 
For all items, including those bought on the instalment plan, enter the total price of the article in this section. If the Sx. bought goods at a discount enter the price paid, not the re. ul3r pticee Include furnishings and equipment bought for a vacation home and cost of home-made or home-finished furniture. Place a check (ý) beside the total cost if sales tax(es) have been included. 
Item 
Furniture: 
1. Unfinished furniture -all kinds. (Include cost of home-made furniture and cost of finishing) 
of 
-I Finished furniture: 
2. Wooden bedroom suite, dressers, chests, vanities, beds, etc. --- ------- 
02 
3. Wooden living room tables, bookcases, cabinets, shelves, desks, etc. - ----------------------------- - 
!3 
4. Wooden dining room and dlnette suites --------------------- -- ------- 
04 
5. Other wooden, n. e. s., outdoor furniture, etc. - ------------ - ------------- - --------- - ------- - 
6. Metal dinette, breakfast room and kitchen ---------------------------- - --- - --------- - ------ - --- 
06 
7. Metal outdoor - camp, lawn and verandah - ---- - -- - ------- - --- - ------- --- -- - ------- -2 
S. Other metal, e. g., metal shelving, beds, bunks and cots --- - ------ - ------ - ---- - --------- -- ----- 
00 
9. Matresses and box springs ---------------------- --- -------- - - 
L9 
10. Upholstered chesterfield. sofas and matching chair sets ----------------------- 
10 
11. Occasional upholstered liring room chairs, recliners and rockets 
12. Upholstered dust purpose living room, such as davenports ------ - ------ - 
12 
13. Beaches, footstools and hassocks ---------- - ------------ -- ------- - --- - ----- ------ -LS 
14. High chair, baby crib, basinette, other nursery furniture ------- 
14 
15. Wall mirrors - -------------- -- 
16. Lamps and lamp shades ------------------------------- ---- ------ - ---------- - 
!4 
17. Art objects. paintings, prints (including cost of frames). &'culpture, ceramics 
----- ---- - --- -- -- 
7 
-2 18. Other (specify) Is 
r 
Floor covering: 
19. Tool and wool mixture rugs, broadloom and carpeting -- - ----------- 
20 
20. Synthetic rugs, broadloom and carpeting (no wool) - --------- - ---- ------ -- 
at 
22 21. Other tugs and carpets, underpadding - ------------ ---- ---- - ---- -- -------- 
22. Hard surface floor covering, sheeting, by the yard -3 
M 
Non-electric kitchen equipment: 
23. Metal cooking utensils, pots, pans, coffee percolators, Pressure cookers ---- - ----- -------- ---- - ---- 
2S 
24. Xitchen crockery and glassware (excl. glassware for dining table use), casseroles, glass oven-ware. glass 
cf 24, o fee percolators --------------- 
ý2. 
Total cost ITai (V) 
23. Plastic kitchen utensils ------------------------------------ - ----------- --- -- 
27 
26. Garbage containers, metal dr plastic ------------------------------------------------------------------- 
20 
27. Other non-electric kitchen equipment -list items, e. g., kitchen cutlery (excl. for dining table use), canning 
equipment. egg beater, bread box 
311 
$204-2.1 
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C. EXPENSES FOR HOUSEHOLD FURNISHINGS AND EQUIPMENT IN 1969- cof)tinued 
Inventory Purchases in 1969 
No. of Check Trade-in 
Major household appliances: 
item 5 
owned f 
Purchase Ollowf"C 'r : ' 
and i Number price smo%ý, nt tec 
i ved Net 
usable at 
included bought before for item a old cost 
Dec. 31, s n trade-in separately in 
1069 re ' ,t 1969 
4 
28. Vacuum Cleaner ---------- 
01 
29. Electric floor polisher - ---------------- 
02 
30- Dishwasher 
03 
31- Refrigerator: 
(a) Electric ---------------------- - ----- 
04 
(b) Gas 05 
(c) Other ----------------- -- -------- 
6 
-2 
32. Home freezer _! 
7 
33. Cooking stove: 
(a) Electric ---------------------- 
oa 
(b) Gas 09 
(c) other to 
34. Washing machine and dryer: 
(a) Automatic washer ----------- 
(b) Wringer type washer and spin dry 12 
(c) Dryer 
(d) Combination washer and dryer _4 
35. Sewing machine. 
(a) Electric ---------- 
(b) Other --------------- - ------------- 
36. Humidifier, dehumidifier, combination 
17 
37. Air conditioner --------------------- 
Is 
38- Radio, AM and AM/FM 
19 
39. Radio-phonograph combinations and stereos 
20 
40. Phonographs (record players) ----- ____ _! LI 
41. Tape recorders ...... ....... ---------------- 
22 
42. Black and white T. V - ------- - --------- - 
43. Colour T. V. 
24 
44. Television combinations --------------- 
S$ 
If this was 
S81: 5 :..; Cpl. och.:; 
ncluded was the 
n 
check age of 
the item 
seplaced? 
6 
26 
6204-2.1 
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C. EXPENSES FOR HOUSEHOLD FURNISHINGS AND EQUIPMENT IN 1969-continued 
I 
Totol, cost 
Small electrical appliances: 
45. Hot plate -------------- - ----------------------------------------------- - 
of 
46. Electric kettle ---------------------------------------- - ------------------- - ----- 
02 
47. Electric toaster --- -------------------------------------------- - ---------------- 
113 
48. Electric frying pan ---------------------------------------------- - ----------------------- -- ----- 
04 
49. Electric mixers and blendets - ----------------- - --- - -------------- - -------- 
as 
50. Electric coffee makers - ---------- - 
as 
51. Other electric kitchen equipment, C-8-, can openers, electric knives - ----------------- ---. 
07 
52. Irons 
-ale 
53. Electric heaters, fans ---------------------------- ------------- - -------------------------- - ------- - 
54. Hair dryers - -- - ------------------------- -- ---- - -------------- ---- - 
Lo- 
55. Electric blankets - --------------- - --------- --- - ------------------------ 
11 
56. Electric razors 12 ------------ ** -------------------- - -- - ------------- 
57. Other household electrical equipment - list items, e. g., beating pad, vaporizer. electric toothbrushes, clocks, 
scissors, etc. 
13 
Glass, China and silverwcr*: 
58. Silver or stainless steel. tea service, serving pieces, etc --- -------- - ---- 
- 59. Glassware lot table use, crystal - ---------------------- - ------------- - --- - 
L4 
L7 60. Dinnerware, fine china, eattheýnware, pitchers, salt and pepper shakers ------------------ ------------ -- 
61. other, e. S., plastic or other substitute dinnerware --------------------------- - -- ------- 
L2 
I It I, 
Household textiles and plastics: 
62. Sheets (include flannelette) 
--------------------------------------- - ----------- - -- ------------------ - 
20 
63. Pillowcases -- ------------- - --- - 
LI 
64. All wool blankets (exclude blankets for babies -see sec. F. V, 15) ------ - ----- --- -------------------- 
22 
65. Other blankets (exclude electric blankets -see sec. C. 55) -------------------- - -- - ---------------- - -- 
23 
66. Comforters, quilts, pillows, cushions --- - ------------- - --------------- - ------------------------ 
67. Bedspreads, couch covers -------------------------------- -- ------ ----------- -1S 
68. Bath and hand towels, wash cloths --------------------------------------------- - --------- _L' 
69. Dish towels - ---------------------------------- - -- - 
E, 
70. Table cloths -linen, cotton and rayon (include luncheon sets and napkins) 
28 
71. Plastic table coverings shower and other curtains. garment bags. covers, furniture and appliance covers, 
place mats, plastic yarl goods,. etc. --------------------------------------------------------------- 
22 
72. Drapeties and slip covers, ready-made ----------------------------------------------- - ------------------ - 
Lo 
73. Curtains, ready-made 
74. Yard goods for slip covers, drapery, curtains. sheets, etc. 32 
75. Other household textiles -list items, e. s-, runners, dresser scarves. place mats, mattress covers, table pads. 
ironing board covers 
L3 
3 
34 
$204-2.1 
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C. EXPENSES FOR HOUSEHOLD FURNISHINGS AND EQUIPMENT -concluded 
pg. 
bf. 
f. IL. 
It. q. 
91. 
92 
ql 
94 
Miscellaneous- 
Quantity Tot I cost A, 
$ 
Tax 
1, st; ng love (exclude cooking stove, arc. 
C. 33) - -------------------- - --- - 
11 
I. lectric light bulbs (include Christmas tree bulbs) ---- - --- ------------------------------ -2 
I let tric plugs and cords 
03 
I sundry equipment, other than washer or 
dryer, e. g., washtub. basket, pins. lines, ironing board. clothes 
lack 
(. &, pet sweeper. brooms, 
hand polishers, mops, brushes, etc. os 
(jasoline lawn mower and snow blower ...... -- ------------------ - 
06 
I. Jecttic lawn mower and snow blower --------------------------------------- - --------------- - ------ 
07 
tither lawn mower -------------------------------------------------------- -- ----------- - --- 
on 
e. g.. hose, take, shears, shovel arden tools other , g 
poser tools for home 0 
other hardware or household tools, e. g., hammer, saw, wrenches ------------------- -- --------- ---- - 
- sterilizers, bottle warmers, etc - --------------------- - --- --- ------- nipples Liottles ------ - -- - . . 
liaby carriageo go-cart, etc - --------------------------------- - --------- ---- 
Trunks, luggage, brief cases, etc - ---------------------------- --- ------------- 
14 
- - drapery and curtain rods and 
fixtures ----------------------- -- ------- - 11inJow blinds - - - , 
other furnishings and equipment - list items, e. g,. 
'step 
ladders, waste Flapeertbaskets. paint brushes. bath. 
c room scales, typewriters, clocks, religious objec s scissors, planters, ow pot S 
16 
7 
servicirs: 
Services and repair of furnishings. and equipment. Include makin$ of slipcovers. draperies. etc.. cleaning of furnishings and carpets, installation of appliances, rugs. etc. List main stems. 
i te from insurance on home and paid in 1969 (a) Premium for insurance on furnishings, if sepals, 20 
M It included with house insurance, Page 3. Q. 17, what percent of that amount applies to furnishings? 21 
Rcntal and storage of furnishings and equipment (specify) 
23 
24 
1 
Holes 
4 
- 
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D. EXPENSES OF RUNNING THE HOME IN 1969 
1. Telephone (a) Local basic monthly charge S (include extensions, line changers, etc. ) ------- 
(b) Long distance calls - ------------------------------- 
(c) Other telephone charges, e. g., installations. calls from pay phones. (If farm or business expenses in. 
cluded, see page 31) --------------------------------------------------------------------------------------- 
Total cost 
I 
2. postage, telegraph, express --------- - --------------- - 13 
3. Vases, uniforms and sifts for domestic help, e. g., housekeeper, maid, occasional cleaning ------ ---- 
06 
4. Baby sitting expenses 07 
5. Other paid help in or around the dwelling, e. g., window cleaning, snow removal, lawn maintenance -------------------- 
08 
6. Day nurseries - ------------------------------------------------------- 
09 
7. Laundry sent out (include diaper service) ----------------------- - ------------- - ---------- ---------------- _ 
10 
8. Cleaning sent out (include dyeing and pressing) - -------------------------------- - 
9. Coin washer and dryer 
12 
10. Self service dfy cleaning -------------------------------------- --- --------- - ----------------- - --- - ------------- 
13 
11. Household cleaning supplies: 
(a) Laundry soap and powders ----------------- - ---------------- - ------------------ 
14 
(b) Detergent powder ------------ --- --------------- 
(c) Detergent liquid 
------------------------------------ - --------- - ------- - -------- - -- - ----------- 
16 
(d) Laundry softener, bleach, ammonia, starch, blueing ----------- -- -- - --- -- --- - ----------------- - 
(e) Disinfectants, household deodorizers, insecticides ---------- - ---- - ----------- 
( f) Floor and furniture polishes, waxes and cleaners - ---------- - -- - ------- - ---- - ------------- 
19 
(s) Scourinj powder. steel wool. pot cleaners, etc., dtain cleaner. wren cleaner. glass and metal cleaners, 
fabric c eaner and spot remover - ----------------------------------------------- 
20. 
(h) Other miscellaneous cleaning supplies ------------ - -- - --- -- ------- - -------------------------- 
21 
12. paper supplies and food wraps: 
(a) Cleansing tissue --------------------------------- 
2-2 
(b) Toilet paper ----------------- - -- -- ----------- - ----------------- 
23 
(c) Paper towels, pa%er napkins, tablecloths, shelf paper, wax paper, foil and other food wraps; lunch bags, 24 heezer bass. gar age bass ------ - ---------- 
(d) Writing materials, Steering cards - -- - --- - -- - --------------- ----- 
(e) Trappint paper, gift wraps, ribbon, tape. string ---------------- - ---- - -------------- ------------- 
6 
13. other household supplies: 
(&)Garden supplies, e. g,, seeds, plants, fertilizers, (farmers, see P- 31, question 4(i)), flowetpots and plants 
for the home (do not include tools) - --------------------------------------- - --- -- 
27 
(b) Pet food - --- ---------------------------------------- 
-. 
(c) Other miscellaneous supplies, e. g., matches, candles, NOT including tools and household equipment i "; 
Notes 
$204-2.1 
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E. FOOD EXPENSES IN 1969 
Total cost 
1. flow much do you estimate you spent on food which was eaten at home and for lunches, carried from home in 1969? S 
Averste weeki y espenditure (exclude cleaning supplies and other con-foods) --- - ---------------- 
IS 
Annual amount, if it is known or it can be estimated mote accurately than by multiplying weekly estimate by 52 -------- 
of 
2. Did you make any bulk purchases of food for home canning or home freezer, or did you buy any pre- 
p ared food from carry-out shcps, caterers, delicatessens, etc., for parties, weddings or other occa. 
sions which ate not reported in Item I? Yes C3 No 
if yes, specify items bought and amount spent 
02 
08 
3- Value Of hOme-StOwD food for family use (farm families see page 32) ------ -------- - ------- - --------------- ---- -14 
4. Value of food received by any family member as part of wages 
06 
5. Ilow much do you estimate you spent in 1969 on food bought and eaten away from home by family members living at home? 
(1) Board ------------------------------------------------ - ---- - -------- 
(b) Meals iý eating places: 
(i) At work ---- - ------- -- 
(N) At school - -------- 
_! 
7 
(iii) Other meals out --------- - ------------- 
io 
(c) Between-meal food, ice cream, candy, soft drinks, etc - ------- :- ---------- - ------- ----- --------- 
6. How much do you estimate was spent for food by family members away from home in 1969? 
(a) Away at school at college --- ----------------------------- - ---- - 
(b) On a job (excluding business expenses) ------ - ----------- - - --------- 
(c) On vacation: 
(i) In Canada 
----------- - ------ ---- - --------- ------ ---- 
4 
GO In United States - ------------ --- - ------------------ ----- - --- 
is 
(iii) In Other countries --------------------- 
7. If you had non-family boarders at any time in 1969, 'Sive total number of meals served to boarders 
Notes 
9204-2. 
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F. CLOTHING EXPENDITUREý IN 1969 
(Include all items purchased for cash or credit for present or future use-exclude gifts to persons outside the family. ) 
Line No. from page I 
1. WOMEN'S CLorHlNG, AGES 14 AND OVER 1 2 3 4 5 
01 
QtY. S QtY. 5 QtY. S Qgy. S ty. S 
Coats and suits: 
fur trimmed and untrimmed ........... 
: 
.................... Winter coats 1 
02 
, . 
2. Spring coats ................................................................................ 
03 
3. All-weather costs (incl. raincoats) ......................................... 
04 
Wool and wool mixture street and dress suits ...................... . 4 
05 
. 
Other street and dress suits .................................................... 5 
06 
- . 
6. Pant suits .................................................................................... 
07 
08 ý -* I 
I 
Furs: 
7. Fur coats and jackets ....................................... . ........................ 
09 
8. Fur stoles, hats, collars ............................................ . ..... ........ 
10 
Dresses: 
Wool and wool mixture dresses ................................................ 
12 
10. Cotton dresses ................................... 
* 
.......................... . ............ 
13 
It. Synthetic and silk dresses ..................... .................................. 
14 
. 
............. .. 12. Special clothing for work ...... ......... . ....................... _LS_ 
Is 
Sportswear: 
13. Slacks 
...................................... 
..... . ........ 
17 
14. Skitts .................................................. . ............. ......... 
is 
15. Sweaters .................................................................. ............. ..... 
19 
16. Blouses ...................................... . ....................... . ...................... 
20 
17. jackets, all kinds .......................... . ......................................... 
21 
- H 18. playwear. e. g., shorts, bathing suits ....... .............................. 22 - I 23 
Hosiery, lingerie, sleepwoor and intimate apparel: 
19. Regular stockings ...................................................................... 
24 
20. Pantyhose .............................................................................. . ... 
25 
21. other (anklets, etc. ) ................................ . ...... . ....................... 
2G 
22. Slips and half &lips .................................................................. . 
27 
etc. ) .................................. snuggies panties (incl. leotards 23 
28 
, , . 
24. Pyiamas ................................................................................... .... 
29 
- - 
I 
25. Nightgowns ................... ......................... .................................... 
2L 
- 
1 1 
etc. ) ........................ . ...................... 26. other (bathrobes. dusters 
31 
, 
girdles and garter belts .............................................. 27. Corsets 
32 
, ; 
28. Brassieres ............................ 
* 
.............................................. 
3 
34 
8204-2.1 
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CLOTHING EXPENDITURES IN 1969-continued 
4 Line No. from page I 
CLOTHING, AGES 14 AND OVER-concluded 12345 
01 
Qty. S Qry. Qty. 01Y. 5 Qry. S 
Accessories: 
". Glovt$, mitts _! 
2 
03 
11.1ts and headwear 
jI.. c. carves, stoles, etc. 
04 
I'. 113ndbags, wallets, etc. 
11. latches ...... 
it. jewellery and costume jewellery 
07 
jý. other (list items, e. g., aprons, belts, handkerchiefs, 
umbrellas, bathing caps, etc. ) 
7 07 
- 
08 
111 
09 
Footwear- 
36. Street and dress shoes 
10 
Y. Casual shoes (exclude canvas) 
II 
38. House Slippers 
12 
39. Snow boots . ...... ...... ..... .- ------ - 
13 
40. Other (list items, e. g., canvas casuals, tainshoes, 
rubbers, sports shoes) 
14 
Line No. from page I 
11. GIRLS, 4 -13 1 2 a 4 17 
Q[Y. S QtY. S Qty S QtY. QtY. 
Coots and suits- 
! l 
1. Winter coat 
2. Spring coat 
19 
L 
3. All-weather coat (Incl. taificoat) -------------------------- 
20 
- 
4. Wool and wool mixture street and dress suits ------------ 
21 
- 
5. Other street and dress suits 
22 
6. Pant suits 
23 
24 
Dr*sses: 
7. Wool and wool mixture dresses 
I-S 
- 
8. Cotton dresses 
------------- 
26 
- 
9. Synthetic and silk dresses --- -- --------- - ---------- 
27 
10. Special clothing for school 
28 
29 
$204-2.1 
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F. CLOTHING EXPENDITURES IN 1969-continued 
Line No. from vaite I 
11. GIR LS, 4- 13 - concluded 1 a 3 4 5 
01 
1 
Sportswear: 
Q ty. S Qty. S Qty. S Qty. S QC7. S 
It. Slacks 02 
12. Skirts 03 
13. Sweaters (incl. T-shirts) 04 
14. Blouses 05 
15. jackets, all kinds 06 
16. Playwear, jall active sportswear, such as shorts, 
bathing suits 07 
08 , ý I 
I 
Hosiery, lingerie, sleepwoor and Intimate apparel: 
17. Stockings 09 
18. Panty hose to 
19. Other, socks, etc. II 
20. Slips and half slips ------------- 
12 
21. Panties (incl. leotards) 13 
22. Pyjamast nightgowns (sleepw e ar) ......... 
14 
1 1 1 
23. Other (bathrobes, dusters, etc. ) ------------------------ - 
is 
24. Girdles. garter belts --------- 
16 
25. Bta'ssieres, undershirts 
17 
is 
Accessories: 
26. Gloves, mitts - --- - ------------ 
19- 
27, Scarvess shawls, headwear, e tc -- -- - ------- -------- 
20 
28. Handbags (incl. small leather items) - ---------- 
21 
29. Watches 22 
30. jewellery and costume jewellety 
23 
31. Other (aprons, belts, handkerchiefs, umbrellas, etc. )-.. ---- 
24 
25 
Footwear: 
32. Street end school shoes ------------------------- 
26 
33. Casual shoes and flats ýcxclude canvas) 
27 
34. House slippers 
28 
35. Snowboots 29 
36. Other(incl. canvas casuals, rubbers and active sports shoes) 
3_0 
31 
32 
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CLOTHING EXPENDITURES IN 1969-continued 
Line No. from page I 
Wl NG, AGES 14 AND OVER 
01 
13 4 
C. 09, and lockets. 
listr4oAt (including topcoat) ........ ........ . ..... 
02 
S _ý' 7Y S Qty- IS IQCY. :S 
4,1 ., her winter coats (duffle, car coats, etc. ) _L3 
ill. seacher coats (incl. _! 
4 
p., Los. ski jackets, windbreakers 
0S 
q. All other light weight cuter jackets ............ . ...... 
06 
07 
sport coats and trousers: 
s. I.., l ind wool mixture suits - ------ - ------------- 
08 
All other suits 09 
-. Vwt coats and jackets .................................. ........ . ......... 
to 
L I 
-2.1 ool and wool mixture trousers and slacks 
It 
V,. Other trousers and slacks 12 
11. Casual pants(incl. jeans, work pants, overalls .& coverall. ) 
U. cpircial clothing for work . ---------------- - ---------- 
14 
Furnishings and underwear: 
11. Diets shifts - --------------------- 
16 
14. sport $hit is, woven (incl. work shirts) 17 
14. Sport shirts, knitted is 
16. S-eatets 19 
1% Diego socks 20 
I". Sport socks (Incl. work socks) ---------- - --- 
21 
0- VnJetshirts, briefs and boxer shorts ............. . ... 
22 
: 0. I'viamas, bathrobes, dressing Bowds -------------_--- 
23 
_L4 
Accessories: 
'I. IIAIS. cap$ 25 
: JI. Glove$, mitts - -----_--------_---_----- 
26 
'I, 11s, hing suits, trunks, shorts 27 
Ties 28 
Belts, wallets 29 
*(I- Scarves. mufflers, earmuffs 30 
"' Cuf( links, tie CUPS, sings, etc. 31 
: 0. IýAtches 32 
1 
'9- ("'her (list items, e. g., umbrellas. handkerchiefs, etc. ) 
33 
34 
I- Joý 
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F. CLOTHING EXPENDITURES IN 1969 - continued 
Line %a. from page I 
234 
111. MEN'S CLOTHING, AGES 14 AND OVER-concluded 01 
f5 
Footwear: 
02 
3 Q, Y* S Q'Y' S Qty. J 
30. Dress shoes 
31. Casual shoes (exclude canvas) _23 
32. Overshoes, rubbers, rubber boots, snowboots 
04 
33. Othef(incl. canvas casuals, house slippers, sport shoes and 05 
work shoes) . ................................................. - 
06 
Line %*a. from page I 
2 3 4 5 
IV. BOYS, 4-13 08 
1 
Qty. S Qty. S Qty. S Qly. S Qry. S 
Coats and jackets: 
1. Overcoats (including topcoat) 
09 9 9 
I 
2. All other winter coats (duffle, car coats, etc. ) 
1 10, 
All-weather coats (incl. raincoats) 3 
it 
- . 
4. Parkas, ski jackets, windbreakets, snowsuits 
12 
5. All other light weight outer jackets . .......... 
13 
14 
Suits. sport coats and trousers: 
6. Tool and wool mixture suits 
II 
7. All other suits 
16 
8. Sport coats and jackets 
17 
9. Wool and wool mixture trousers and stacks 
18 
10. Other trousers and 
19 
overalls. coveral s) work pants jeans Casual pants (incl 11 
20 
, , . . 
12. Special clothing for school ............... ........... 
22 
Furnishings and underweart 
13. Dress shirts .......... .......... 
13 
14. Sport shirts, woven (incl. work 
24 f I 
15. Sport shirts, knitted ............. ...... 
25 
16. Sweaters . ..... ... . ................... ........................ . ...... 
26 
17. Dress socks .................. _L7_ 
18. Sport socks ......................................................... 
20 
19. Undershirts and briefs . ......... ................ 
20. Pyjamas and bathrobes ................... ......... ................ 
M 
3 I 
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CLOTHING EXPENDITURES IN 1969 - continued 
II 
4.1) -concluded 01 1 
Qty- 
02 
01,11. CAPII . ........................ 
03 
4,14 'to. Mitts ................... ........ ......... 
P646", suits. trunks, shorts ................... ....... . ............. ... 
, 04 
... . ... . ............. ............... 
05 
................................................. 
I int fit, WAIlets ............ . ......................................... ... - 
06 
H 
... .. ....... .. etc . 
I rs earmuffs f 
: 
07: 
l 
......... . . . . ...... ( r , , %q 68%ts. rnu 
. etc i li s rin s 
08 
. .............. .. ................. I if t cc p , g , 
.......... . ............ .... . ...... f 
09 
. .. . ir 11 ........................................... 66 V 614 
items, handkerchiefs, etc . .......................... .. 
fool. tort 
1ý I'qfG% shoes 
12 
[ L 
. ...... .......... .... . 
ý 
to, i oswid mnJ school shoes (exclude canvas) 
13 
rubber boots and snowb . ots Osershoes rul, bers 1: 
14 
....... o . , . 
canvas casuals slippers sport shoes) Wwr (incl 
Is 
, , . 
16 
1 171 
Line No. from page 1 
21314 
9ty. IsI Q-Y-l I Q-Y. l -8 
5 
I 
Line No. from page I 
%A Mt DR LN, UNDER 4 181 
4 6 
14 -$Is and i ackcts 19 
QTY. S QtY. Qty. 3 Qf Y. S QIY. S 
leather. dress and play ....... 
20 
Wws. other, canvas, waterproof, slippers 
21 
6 too$ and 
;2 
I" *ý 91-. Itloves and mittens 
213 
S, "-falls and rompers 241 
*- Nsttuit% and sunsuits __.. ....... - ------------- 
251 
0- %4" suits ..... . ........ 
26 
11 I%Lr# suits ............ . . ............... 
27 
144 28 
IC 4-slegs 29 1 
6 1- 1 and T-shirts (excl. diapers) 30 , 
I1 (4) cloth ....... 
31 
W disposable 
_12 
33 
4 WS. G. ). I 
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F. CLOTHING EXPENDITURES IN 1969 - concluded 
Line No. from page I 
V. CHILDREN, UNDER 4-concluded 
01 
23 
14 3 
Qty-1 S 1Qt7-1 S QtY. S Qty- S QCY- S 
14. Socks, leotards and bootees ........ . .... ----------------- 
021 
15. Nightwear, sleepers, baby blankets 031 
11 
16. Layettes and other purchases - list items 
04 
os 
r-T-. -r- 1 
06 
1 "1 1 
VI. CLOTHING MATERIALS AND SERVICES Total cost 
S 
1. Yard goods, natural fibres: (a) Wool 07 
M Cotton 06 
(c) Other natural fibres (linen; silk) -- - -- - -- 
09 
2. Yard goods, synthetic or 
man-made fibres: (a) Rayon and acetate rayon ------- - --- - ------------ --- 
!0 
M Other man-made (nylon. Terylene, etc. ) ------ ----- 
11 
3. Yarn for knitting, etc. - ---------------------- - ------------- 
12 
4. Notions, buttons, patterns, zippers, thread, etc. 13 
5. Storage and insurance on furs, costs, etc. and fur repairs 
6. Dressmaking, tailoring, alterations, repairs ----------------- ------- 
7. jewellery and watch repair. insurance if separate 
is 
16 
8. Shoe cleaning supplies ------ --------------------------- 
17 
--- - -- 
9. Shoe shines and repairs - ------------- - ----- --- ------ - -- ---- -- 
10. Other- e. g.. rental of tuxedo, uniforms, etc. -list items 
19 
20 
Notes 
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PERSONAL CARE EXPENDITURES 
IN 1969 
Personal care services. 
l$j#tfj hop services, e. g.. hair Cuts, Shaves, etc. 
(a) Permanents parlour servi 
(b) shampoos, setst hair cuts, manicures -- --------------- -- - ---- - --------- -- 
(c) Hair tinting, etc. 
(), her personal care services, e. g.. massages, slenderizing treatments- 
list items 
Total cost 
Toilet preparations: 
llais preparations: (a) Sprays - ------------ _L7 
(b) Shampoos 
(c) Home permanents, rinses, tints and dyes 
09 
(d) other, e. g., hair tonics and dressings ----- -- --- -- ----- 
10 
jortance preparations: (a) Colognes and toilet waters 
(b) other, e. g., bath oils, salts. perfume, powders. etc. 
12 
Make-up preparations: (a) Lipsticks 
13 
(b) Eye make-up 
14 
is (c) Other. e. g., foundations, base, powder, etc -- ---- - ----------- 
i. 
11cauty preparationso cteamst lotions. etc. -- ---- --- -- 
P. ofat hygiene products, e. g.. Sentiftices (paste, powders), toothpaste, mouth-ashes. etc. 
9. Personal deodorants --------- 
10. ShA%ing preparations, e. S., after-sbave lotion, shaving cream, shaving soap, etc. 
It. Toilet soap 
I-'. Other toilet preparations- list items. e. g., manicuring preparations, suntan oil. baby powder, etc. 
Other personal core supplies: 
1. Razors and razor blades (excl. electric- see sec. C., Q. 56) ---------------- - ------------ --- --------------- 
14- T-111hfushes (excl. electric- see sec. C., Q. 57) 
M racial tissue 
I('- Sdft; I"'y supplies ------------------------- --- ------ ------ ------ --------- ----------_--- I'- thhet expenses for personal care- list items. e. g., tollers, combs, brushes, hairnets. manicure equipment. wiSst etc, 
28 
291 
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H. MEDICAL AND HEALTH CARE EXPENSES IN 1969 
1. Did any S. U. member have health insurance that covered all or part of the costs of: 
(a) Hospital care . ........... ............................. . ............. ....... 
C3YCI C] No 
(b) Medical (i. e.. physicians') care ........................... . .... ................... 
C3 Yes C3 No 
(c) Optometrists' care .................................................. ....... ................... 
C] Yes No 
(d) Chiropractors' care .......................... ...................... . ... 
Cl Yea C] No 
(e) Other care, (specify) 
C]Yts Cl No 
If yes to any of the above, answer questions 2 and 3. If no to all of the above, skip to question 
4. 
. 
2. Are premiums for prepaid healtli care plans paid by ( 1) S. U. members or by . 1. [3 2. C3 (2) an agency on the S. U. 's behalf ............................................................... . .......... . .... .... .. 
3. Include below the costs to S. U. members of all health insurance premiums paid to establish eligibility 
during the survey year 
Tots 
S 
cost 
(a) Public (i. e., government) plan: 4 7 
(i) Ilospital plan ....... . ....... . ................ . ... . ........................................ ............ . .......... 
EI 
(ii) Medical (i. e.. physicians' services) plan ................ . .............. .............. .... 
(iii) Extended benefits (i. e., drugs, semi-private bed, etc. ) plan 
9 
(iv) Other, (specify, e. g., school accident insurance) 
W Indicate vhether "extended benefits" and other options are included in cc are separate 
from the basic hospital and/or medical plans ...... . ...... 
[: ]Included [: )separate 12 
Total cost 
W Other (i. e., private, non-profit or commercial) plan: S 
(i) Comprehensive medical and surgical (i. e, o physicians' services) plan 
(ii) Limited medical (usually visits only or surgical only) plan ........ ...... .. 
14 
Gii) Extended benefits (i. e., drugs. semi-private bed, etc. ) plan 
60 Health and accident insurance 
(v) Other, (specify, e. g., school accident insurance) 
17 
Include below the direct costs to you of all personal health care received shether or not the 
bills have been paid. But 
DO NOT INCLUDE payments for services made by prepaid hospital, medical and other 
insurance plans. or that proportion 
of payments by you for ahich you will later be reimbursed 
by the plan. 
4. Physicians' Care: 
Total cost 
and doctor attendances on family members at hospital out-patient departments . . ... . H i it e er enc calls 
is 
... .. . (a) ome v s s, m g y , 
W Visits to offices and to doctors' clinics ............ ...... ....... . ......... ...... 
10- 
members occupying a hospital bed (exclutle attendance a for confinement* or surgery) U attendances on S ( )D . . octor c 
(d) Surgical procedures ............ .................... . .. 
22 
(e) Diagnostic procedures: 
(i) Laboratory tests billed by a doctor ......................... ................. . .......... ....... ... 
22 
(ii) Radiological tests billed by a doctor ........................ . ........... .................... ........ . ..... .......... . ...... ... 
24 
(f ) Obstetrics (include confinements. Catsarian sections and'other procedures directly associated with specific pregnancies) 
2S 
Q)Other physician services (i. e., charges for telephoned advice and examinations for purposes of life insurance, etc. ) 
26 
ULL--ý 
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w[DICAL AND 
HEALTH CARE EXPENSES IN 1969 -concluded 
Total cost 
"r Care: 
I 
ýIrjical care and examination 
by doctors (i. e., general Practitioners and such specialists as oculist$ and 
VrIlIfilmolosists) ................................................................................................... .................. . .............. ........................................ 
01 
, I, ) ()ptornettiStS 
(examination, refraction and prescription) ..... . ..... 
: 
............ ......................................................... ....... 
'2 
,, I I ye glasses and contact 
lenses (if supplied on prescription through doctors, optometrists or opticians) .................. ..... 
p, 01ists' Care, 
,. 1 1)rntists (exclude 
dentures if possible) . ....................................................... ....... . ................ . .............................. ......... 
I)entutes and denture repairs: 
(j) from dentists .............................................................................................. . ............................ ..... 
* 
........................ ....... 
too) from dental mechanics or dental technicians directly ............... . ......... . .................. . .... . ....... ....... ............. . ...... .... 
11.1cepaths, chiropractors, podiatrists (i. e., chiropodists) and physiotherapy .................. . .................... . ...... . ............. .... 
07 
(), her practitioners (naturopaths, etc. ) ........................................ . .......................... . ........... . .............................................. . ................ 
CIS 
09 V 
4 11.,, pical caie (all direct-pay charges 
included in hospital bill) 
........................ ........ . ..... ........ ...... ............................. 
10 %ý. Izirts Care: 
(*I special duty nurse in hospital (not nursing care included as part of hospital bill) 10 ........................ 
(bl Speciakduty nurse in home .................................. .................................... ... . ... 
(c I other visiting nurse service in home . ..... 
* 
................ 
*... 
-., ................. .......... ... ............. . ............... . ..... ...... 
It. %Irjicines and drugs prescribed by a doctoi ....... . .................... ........... . ... . .. 
1:. other medicines, drugs and pharmaceutical preparations ............................... ... ..... 
1k t): hcr ancillary medical services -list services such &a ambulance and therapeutic (i. e.. treatment) radiology it paid 
PerstAtely and not already included among physicians' care 
Is 
14. %up[, Iies, such as thermometers, dressings, adhesive tape. and if paid separately. hearing aids. wheel chairs.. sad. other 14 
app iances .............................................. ........................................................ . ... ................ . ..... . ... ............. ...... .......... 
1, EXPENSES FOR CIGARETTES, TOBACCO AND ALCOHOLIC BEVERAGES -Total $ cost 
1. cilarcttes ... .................................................................. . .................... . .... I ........... . ...... . 
2. Tobacco ............................................................... ...... . ........ . ..... . ....... . ........ . ....... . ....... . ....... . ..... 
20 
cissrs ................................................................................................................................... .................. . ......... . ... . ........... .................. 
as 
4. 'Mokers, supplies-list items, e. g., pipes, lighters, cigarette C&SeS. cigarette papers, tubes, lighter fluid, matches, vi. e. s. 
(a) Purchases from stores (liquor, brewery, grocery) ............ : ..... . ...... . .... : ............................................ 
M Purchased and consumed in bars, cocktail lounges. restaurants, night clubs, etc ........ . ........................ .............. 
I-Iqljofs (whisky, etc. ) (a) Purchases from liquor stores .............. ............................ ...... . ...... .... .................................. .. 
(b) Purchased and consumed in bars, cocktail lounges, restaurants, etc. . ............... ................ 
(a) Purchases from liquor stores and wineries ........................................... 
*--.... 
-... -.. --.... -. ----. -.. -..... -. . ....... ......... 
(b) Purchased and consumed in bats, cocktail lounges. ' restaurants, etc . ........... ...... ...... . .......................... 
0 ? ý$ ... I 
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J. EXPENSES FOR TRAVEL AND TRANSPORTATION IN 1969 
Automobile and Truck Ownership and Purchase: 
1. Did anyone in this S. U. own and operate a car or truck in 1969 wholly or partly for private use? 0 yes No 
If Yes, how many cars oc trucks did the family have at Dec. 31,1969? ............... ............. . ............. 
Truck 2 Car Truck at T 
Fru 
c It 4 Car -T"c k C1 3 
2. Type of vehicle ............................................................................. ........ I - 
3. For each car or truck owned during 1969 including those sold or New Used 
traded: 04 0 C3 
(a) Was it bought new or used? ................................... 
(b) Year of purchase ......................... 
05 
- (c) Model ................................... ........... . ......... ...... .. 
06 
(d) Model year ...... .......................... . ...... .......... ........... . ...... 
07 
If purchased in 1969: 
(e) Price before trade-in allowance .............................. 
08 
M If you traded in your old car or truck, what was the trade-in 09 
allowance? .................. ....... ...................................... . ... . ...... . 
what was the selling price? -.. our old car or truck ou sold at ( ) If 
to S 
, y 8 y 
4. How many miles was each car or truck driven in 1969 (including 
those sold or traded)? .................. ..... ............... ........... 
5. Was car or truck used for business (other than driving to and from 12 [: )Yes C]No 
work)? ...................................... ................ ....... ................ 
6. If Yes (a) Number of miles driven for business in 1969 --------- 
(b) Per cent of operation costs chargeable to business 
14 % 
(c) Operation allowance received from employer is IS (... 
-. cents per mile).. - -------- --- -- 
7. No. of miles driven outside Canada ........... 
16 
uu 
-- 
13 0 I rl 7 
New Used 
cl cl 
New used - 
cl cl 
I , New used 
cl 
C: 
[]Yes C]No C3Yes C3No 
_c2yes 
17 
eration (include family and business use) Automobile and Truck O p 
If mace convenient to separate by vehicle, use separate column 
lot each. 
S. Gasoline ................... ......................... ,................ 
9. Lubricating oil and oil changes .............. ... .......... . 
tubes (number bought ht ) 10 Tires (number bou 
22 
g - , . 
11. Batteries ................. ........... . ........ 
21 
12. Lubrication ................ . .............................. . ....................... 
22 
13. Other smices, e. g.. washing, tire repair, anti-freeze, tune-ups 
23- 
. 
14. Repair jobs NOT covered by insurance. Include parts and labour 
(i) Brake adjustments and repairs .................. . ..... . 
(N) body repair jobs, including painting . ............. ... 
25 
(M) Other tepsix jobs, list main items 
26 
15. Repair parts purchased separately (mufflers, spark plugs, etc. ) 
27 
16. Vehicle insurance premiums ...... ... ......................... 
28 
17. Vehicle registration fees and drivers' licences (payments made in 29 1969) .................... ........................... ....................................... . ...... .. i 
18. Garage rent a7hd packing costs .... ................................................ 
30 
19. Other expenses - list items, e. g., automotive association fees. 
heaters, seat covers. toll fees 
Total c .1 
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J. EXPENSES FOR TRAVEL AND TRANSPORTATION IN 1969 - continued 
Qther Vehicles& 
20. Did you own any of the following vehicles during 1969 which were used wholly of partly for private use? 
C3 Motorcycle (number ) [: ]Boats (exclude rowed or paddled) 
C3 Snowmobile (number ...... 
C3 Outboard motor (number 
[: ] Utility or camping trailer [: ]Other, specify 
C3 Aircraft 
For each typo of vehicle owned during survey year (include vehicles sold or traded): 
4 01 01 01 01 
21. Type of vehicle ........................ ... .............. .............. ....... . ......... . ........ 
02 02 22. For boats only, indicate approximate current value ...... .... . ................... 
02 02 
23. Was the vehicle owned at Dec. 31,1969? . ....... . ... .. 
03 [: ]Yes ONO 03 (: ]yes C]No. 03 C3 Yes C3 N0 03 C3Yts C]No 
24. If purchased in 1969, give: 
(a) Price before trade-in allowance ........................... ...... . .... . .... 
±4 S ()4 S 04 S 04 
(b) If you traded in your old vehicle, what was the trade-in allowanc e? 
S 03 S 05 
(c) If you sold your old vehicle. what was the selling price? . .......... . ... 
06 S 06 06 06 
*. 25. How many miles was each vehicle drive a in 1969 (or hours ofuse, e. g. 07 07 0.1 7 07 aircraft of boats) include vehicles sold or traded? .............. .................. 
08 4)" 08 
09 01'esC]%' 26. Was this vehicle used partly for business? ................... .a 
09 
JC3 
Yes CNa 09 C3 Yes C3 %10 09 0yes C)NO 
27. If used partly for business, give percentage of operating costs charge- 10 % so % 10 able to business ................................. .... ........... . ... . ................ .............. SS S S 
28. What were the operating expenses, in total. for each category below: 
(a) Gasoline, diesel, etc. ........ . 
M Servicin including materials and partr purchased 
a 
1i and tepairs 
a t P r ey.... . ........................ . ................................. ...... . .......... se _ 
nce p remiums, reSistration fees and licences (payments is (c) Vehicle ins ur 3 12 ; made in 1969 ............................... ................ ......... .... . ..... .. - 
13 
(d) Other expenses, parking, hangar tent and airport fees, mooring and 14 14 14 14 boýt storage, harbout dues, etc . ... . ...................... . ............. .......... 
Not*$ 
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J. EXPENSES FOR TRAVEL AND TRANSPORTATION IN 1969-concluded 
Total Cost 
Sicyclos. 
of 29. Purchased in 1969 (number ...... ) ............ ................. 
30. Operating expenses (repairs, tires, tubes, etc. ) 
02 
03 
Reltal or Rented or Leased Vehicles. leasing fee 
Did you rent or lease a vehicle during 1969 wholly 
at partly for private use? 
31. Cars (mileage travelled ........ ) ............. ..... ................ 
04 
32. Trucks (mileage travelled ...... .)....................... ..... . 
05 
33. Other, specify vehicle, e. g., motorcycle, camping 
trailer, snowmobile 
I 
% chormeable 
to bu si nes, Other Total Of shich Expenditure Expenditures outside Canada sell" Em- em- 
played ployee 
la 32 48 
19 
1- 
133 1 149 1 
IIIIiIIII 
06 20 34 
I 
SO 
I I 
21 3S 
Estimated %*a. Of which %a. 
of Tri s out" 
Total Of shich 
Of total 
expenditure 
Expenditure on Transportation Services: 
of Trips in Year ý 
g 
side nada 
Expenditure outside Canada how much %as 
i 
(Ptiv ate use only) 
*A vacat on 
Local and commuting: 
34. Street car. bus, commu 
. 
tin& bus of train# subway . ...... 
08 22 36 
35. Taxi (including tips) ................. . ................ ........... 
09 23 37 
services oods deliver a d h h ld H 36 
to 24 36 
y n ot er g ouse o mover . 
37. Other (car sharing etc. ) specify 
25 39 
12 6 6 40 
Beyond the City: 1 
38. Train (including sleeping car) ... . .... 
. 13 27 41 
............... h bus Hi 9 
14 28 42 
............................................... g way . 3 
t vel 40 Ai 
is 29 45 S4 $I 
ra ............. . ... ....... . r 
41. Household movers and other ........ . ................................ 
Is 30 44 55 61 
42. Other (including boat, steamship, ferries, etc. ) 
5 pecify 
17 31 45 63 
46 $7 64 
47 as 
Notes 
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IL EXPENSES FOR RECREATION, 
READING AND EDUCATION IN 1969 
10 Total cost Roefeation: 
1. Admission to sporting, cultural and other events.. Paid by members of the S. U.: 
(j). slovies ................................... ........ -, ... *-, *** .............................. , ... . .. --, -*-.... -- . ........ . ... 
iii) plays, concerts, recitals. opera$, ballet, museums, etc . 
.................. 
. ...... 
(iii) Sports events, stockcar racing, circuses, bingo .......... * ...................... ........ 
03 
kiddie cars .............................................. . ....... ........... . ............................... ... ........ j les wagons 1, ryc , , 
1. (i, her children's toys, games and play equipment ......................... . ........................ ..... . ......... 
OS 
4. lioat! n and other water sports, 
including fishing. e. g., purchase of boats, boat accessories, water skis, fishins rods. 
n. c. s ................ ...... ............................ . ........................... . ............. . .... ......... . ............ 
f 
clothes 
09 
%pecla , 
eAt for 
; 
ther sports and games, e. g., ice skates, ski boots, golf clubs 4 E ; 
07 
. qu p11; 
C. Omping equipment, ri. e. s. p e. g., tents, sleeping 
bags, stoves 
I 
......................... ................... .... . ... ............. ........ . .. 
00 
prts (fishing. golf, boating, bowling, curling. hunting, etc. ) and for social nd pets, licences and dues for games and a 
n vetera organizations etc . ........... .......... ................... . ........ ............................... scouts ational clubs (lodges , , , recre 
it. Purchase and rent of musical instruments. sheet music .................................. ............... ... . 
10 
T. V. insurance .............................. ............... sets V airs for T and re 9 P , . . p . aits 
Ia. I'Arts and repairs for radio, phonograph, etc . ............. ....... . ..... 
It. Phonograph records and tapes ............ . ........................................................ ..................... .... 
11. Rental of T. V., cablevision ............... . .............................. ..... .................. . ...... . ........ 
Purchase price Amount received before or traded Net cost 
trode-ift in 1969 
1 Purchase of c alneras and projectors: 
G) Still and movie cameras, include separate lens ...... . ........................ 
Is 17 19 
Is 
(ii) Slide and movie 
'projector 
. ........................................ .................. ........ .. 
U 
20 
Total cost 
14. photographic expenses: 
G) Camera accessories: light n-etet, filters, stands, flash equipment including bulbs, projector bulbs and screen 
laigers, developing tanks, movie editors, splicers, etc . ..................................... . 
GO Films, paper and processing, include home processing chemicals and comm repairs 
24 M. 11inoculars and telescopes ................................... .............................. .... ..... . ..... 
V. HoWes and crafts (n. e. s. ) model building, art materials. stamifto coins, etc . ........ 
is. 
1% Decorations and favours for parties, Christmas, etc . ............ ......... . ... . ... 
I't. Pets (purchase, licence, supplies, veterinary care. aquariums, etc. ) .................. . .............. . 
0- Other recreation expenses -health studios ............... ..... ............ .................. . ...... 26 
Trip II Trip 21 Trip 3 
Portage holiday trips- 
(i) Number of family members on trip .............. 
: 
................................... . ........ 
29 3S 41 
60 Number of nights: (a) Canada . ............ ............. ......................... - 
311 la- ! 
-a - 
,1 31 37 43 (b) United States 
..... . ................... . ...... . ........ . ........ 
(c) Other 
.............. , .................................................... *** 
J2 so 
. 
44 
(d) Total ........ . ................... 
33 89 
145 1 
Gi0*Fotwn of transport principally used ..... .................................................. 
1 
34 
140 i4e I 
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K. EXPENSES FOR RECREATION, READING AND EDUCATION IN 1969-concluded 
Trip I Trip 2 Trip I 
20. Package holiday trips-concluded $ T (i') Package expenditure ........... ... . ... ...... O6 Yes No Yes No Yes No 
(v) Facilities included in package trip (i) Transportation 
00 L7 C3 0 L3_ 00 
(6 Hotel .................... . ........ . ...... . . 2-1 
0 13 Oil 13 0 14. 0M 
(c) Food, give number of meals 
04 00 L, Q L5 Q0 
(d) Sightseeins cis 
10 Cl 110 1 $4 Cl 
21. Other holiday expenses for all trips, a. e. s., e. g., sightseeing, tips 
17 
Total cost 
Reading. 
22. Newspapers (a) Daily 
W Other . .... .............. . ..... ...... 
20 
23. Magazines (a) Subscription ........... . 
(b) Single copies . ... . .... 
!2 
24. Books (exclude school books, see Q. 26) (a) Paper back books 
(b) Hard bound books 4 
(c) Comic liýooks 
(d) Book rental&, library fees, fines, copying costs, scrox, etc, 
26 
27 
I oral cost 
Education: 
25. Tuition feet (a) Full time 
20 
W Part time vacation co utses: university, trade and professional courses including correspondence courses 2, 
and evening courses 
W Private kindergarten. nursery school and special school fees 
30 
(d) Other .................. . ............. ..... . 
S1 
26. Books and supplies used in education courses, rental of school books -n- 
27. Special Lessons, e. g., music, dancing, driving, athletics 
33 
28. Other educational expenses (list items) 
84 
56 
L. MISCELLANEOUS EXPENSES IN 1969 Total cost 
13 S 1. Interest on instalment purchases and loans for personal and family expense (exclude business loans) ...... 37 
2. Bank service charges and safety deposit box rent 
36 
flowers 3. Funeral expense. cemetery lots and upkeep, tombstones, 
39 
4. Forfeit of deposits and money lost or stolen 
40 
5. Expenses for land owned but not used ......... ..... . ........ 
41 
6. Dues to unions and professional associations .............. ... . .... ... 
42 
political organizations slum-ai associations etc Contributions and dues to cooperatives 7 
43 
. . . , . 
8. Tools and equipment purchased for your work if you are a wage or salaried worker _L4_ 
9. Other (lawyers' fees. tax advice. passports, photographs) list items 
BZQ4-Z. 1 
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jo PERSONAL INCOME 
IN 1969 
ýL _ _jý _ the twelve months 
en jng_pecembcL 11 M69_how mpch of your income was from the Win. '. - 
Line number .................................................. 01 head 
3 4 
Number of weeks worked (include holidays with pay) 
full-time .................... ......... . .... ....... . ... _22 
: N-umber of weeks worked (include holidays with pay) 
part-time ............................... .......................... ........ ....... 
s agesond salaries(show total wages end salaries before deduc- 
"On s for pensions, taxes and othrr items) ....................... . ............. 
03 
04 
- 
S S 
Military pay and allowances ........... ........................ ........ . ...... -2-5 
t. Net income from self-employment. Show net income or losses 
(gross income minus expenses - allow for income in kind and de. 
duct allowance for dcpreciation). In partnerships give own share 
(i) Non-form unincorporated business and professional practice 
(income in kind included$ ----- 
06 
60 Form (income in kind included S ----- 
) 
---- - ------------ 
07 
4. Cross income- from roomers and boarders -exclude payments 
made by other family members ..... .............. ..... 
08 
- 
5. Interest and dividends .................................................... 
09 
6. Other income from investments 
fl) Gross rents from owned property .................... S 
Net tents from owned property (gross rents less expenses) 10 
GO Other-from estate or trust fund, interest from mortgage 
investments, etc . ............................ ............ 
7. Family and youth allowances ........... ............. 
a. Old age pensions, Canada Pension Plan, survivors' benefits 13 
9. Unemployment insurance benefits 
........... 
14 
10. Other income from government sources -all other social assist- 
once and allowance payments not reported above, e. g., veterans' 
pensions, war veterans' allowances, workmen's compensation, 
mothers' allowances, pensions for the blind and disabled 
If. Pensigns -pensions or allowances ariskn; out of previous 
employment of yourself or a relative, annuities ......................... . 
12. Other money income, alimony# income from abroad, or other in- 
come not reported above .......... ........ 
17 
13. Other money receipts 
G) money gifts from outsiJe the spending unit 
to 
60 inheritances. lump sum settlement of life or property insur. 
ance, windfall gains, tax tefunds. 
Specify 
19 
Holen 
1204-2. i 
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N. PERS04AL TAXES, SECURITY, GIFTS IN 1969 
Lino number from page 1 
01 
Porsonaltaxes: 
f 
S 
1. Income tax 02 
2. Poll tax and personal property ! as 
03 
3. Gift tax and others (specify) 
04 
1 05 
Security: 
4. Life insurance premiums - life, term, endowment and annuity 
policies (premiums paid on policies for persons under 14 years 
it houldbe included with family head). Include group insurance but 
exclude registered retirement savings plans (Q. 8) ............. __ 
06 
- - I . 
5. Payments to mutual aid and benefit societies 07 
6. Unemployment insurance (deductions from pay) ........................ . .. 
08 
7. Payment to a government retirement or pension fund -including federal. govincial and municipal government funds, Canada Pension Ian ....................................... .. I................. . .................. ... 
09 
8. Pay! nents to other retirement or pension funds, retirement 
savings plans ...................................................... 
10 
Gifts and contributions: 
Given: 
9. Contributions - in support of, and money gifts to persons not listed as family members: 
(a) within Canada ........ 
12 
(b) outside Canada ..... .................... . ............... . 
12 
10. Value of Birthday, Christmas and other gifts to persons not listed as family members U. S., flowers, clothing, toys) ............ 
14 
11. Charitable contributions: 
(i) Religious. e. g., church ............... .............. .. 
IS 
(ii) Other e. g., c mmunity chest, red cross, scholarship benefit O 6 nds, c tc. funds: hear, fu 1 - 
17 
Received: 
J2. Value of Birthday, Christmas and other gifts received from 
persons not listed as family members: 
M Household durables 19 
GO Clothing ................... ........... . ............. 
20 
(M) Other ......................... ...... . ..... 
21 
22 
"Cles 
8204-2.1 
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CHANGE IN S. U. FINANCIAL POSITION IN 1969 
Ve %ant change in the Spending Unit's assets and &ýzs during the survey year. ror certain items. namely Cash, money owed to the S. 11. and rnýney owed by the S. U., there is a space on the scheziu'e for the entry of amounts outstanding at the beginning and the end of the sugveý year, zLis information is available, please enter it here. It' t. %e respondent prefers to give you only the amount of change, enter opposite increase 0, Decrease. 
ASSETS Cf. Dr. 
S S 
: -Cash held in banks, savings accounts, trust and 
loan companies and cash on hand etc., 
-- 
szclude guaranteed investment certificates Increase 
07 
]an. 1.1969 S Dec. 31.1969S Decrease 
Z. Minty owed to S. U. -loans made, less repayments to rersons other than members of 
the S. U. 
(a) Secured by mortgage on Property: Increase 
09 
]an. 1.1969*11 Dec. 31.1969S Decrease 23 
Increase (b) Other: 
Jan. 1.1969 S Dec. 31,1969 S Decrease 24 
Purchases (Cr. ) and Sales (Dr. ) of: 
(i) Canada Savings ponds, other Government of Canada bonds and other bonds ..... . ..... . ................. 
10 2S 
(ii) Publicly traded stocks and mutual fund shares (include brokerage costs) ................. . ................. 
1-1 2, 
(iii) Shares in investment clubs. etc . .............................. . ............................................................ . ...... .... 12 27 
4. Sale of personal property not traded in on new item in 1969 (exclude sales of Appliance$ and - 
velpi c le s report ed elsewhere) ............................................ . ................................ ................................ . ..... 26 
Real estate 
4 
I 
Ref. P. 4 
5. Home 
G) Down payment on home bought in 1969 ............. .............. . ................ . ........... . ......... ................... 14 
purchase price ........................................... . .............. ...... . .... 
l 
oll 
Gi) Cash received on home sold in 1969 . .... . ..... . ....... .......... .................. ... ........... .......... .... 
sale price .................................................... ............................. 021 
6. Vacation cottage 
(i) Payments on principal of mortgage .............. . ...... ..... . ....... 
GO Down payment on home bought in 1969 ........... . ..... ...... . ...... . ....... ........ . ..... 7 
purchase price ................................... ............ ............. ... .1 
031 
(iii) Cash received on cottage sold in 19.69 ................ . .................................. ................................ . 30 
sale price ................................ ............................................... 04 
Other property (not business or farm) 
(i) Payments on principal of mortgage ....... ------------- 
17 
GO Down payment on property bought in 1969 .......... . ....... . ........... . ..................... ................ . ..... 
purchase price ............................................. .............. ........ . 
Gii) Cash received on property sold in 1969 
sale price ................................................................. ............. 
1061 
S. Jidditions or major improvements on property other than home (not business or farm) in 1969 
(i) Vacation cottage ...... ............................................. ...... .... . .... ......... . ..... . ....... .............. . .......... 
(ii) Other property ............................................................. ..... ............ . ............... . .... 
2. 
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0. CHANGE IN S. U. FINANCIAL POSITION IN 1969-concluded 
ASSETS- concluded Ct. Dr. 
9. Investments in non-incorporated business, professional practice, or farm, in assets Such 8S 
machinery, trucks, cars and buildings. In partnerships give own sha. *. Include major improvements 
(including land improvements). 
(i) Repayments on principal of mortgage or loan 
(ii) Assessment of depreciation on all assets for 1969 used in determining 
net income from self-employment 17 
Gii) Down payment on assets bought in 1969 
(putchase price S -------------------- 
02 
(iv) Cash received on assets sold in 1969 
(sale price 
03 
03 -05 P. 4 04 
05 20 1 
(These columns to le used Amount outst&ndinS if amount$ *Ut$tAndinS are not 
reported) 
DEBTS 
Jan. 1.1969 Dec. 31.1969 
If )am. 1.1969 
$after. enter 
If Dec. 31.1969 
I enter difference here cc here 
10. Moneyowed by S. U. not includingwbat is owed or paid in con- 
nection with *business orfarm ormortgageon property. Include 
debtsnot reported elsewhere secured by home or other property: 
(a) Vehicles on instalment 06 21 
(b) Charge Accounts andInstalment Debt(other than vehicles) 
with stores, service stations, sales finance companies, bank 
Charge a, B ancardcheks, etc., include otherrevolving credit 
accounts - --------- 07 22 
W To individuals, doctor, dentist, etc. 08 23 
W On cents 09 24 
(e) On taxes ------------------------------------------ 10 2S 
Other debts not reported above: 
f) To banks or insurance companies - -- ----- 11 26 
(g) To small loan companies 12 27 
(h) To savings and credit unions - ------ ------ 13 28 
i) Other bills, e. g., hospital 14 29 
Is '30 
8204-2.1 
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P. SUPPLEME14TARY INFORMATION ON HOUSEHOLD EXPENSES OF FARMERS AND OTHER 
SELF-EMPLOYED PERSONS IN 1969 
1. Did you live on a farm operated by a member of your family, at any time during 1969? 
11 yet [] h1c 
2. Were you or any member of your family self-employed in 1969? (profession. business, yet [3 No 
If answer is No to both questions, end here. I 
I 
3. If answer to Question I is Yet: (D No. of acres rented and operated by family 
GO No. of acres owned and operated by family 04 
(iii) Main crop: [: ) Theat C] Other grain C] Livestock 0S 
E3 Mixed farming [3 Other, specify 
(iv) Estimated yearly rental value of owned farm house, in which 
you live - ----------- - ------- 
06 
4. Farmers and other self-employed persons who ate unable to separate household shelter and operation costs (Section 13 
and D)ftom farm or other business expense should be asked tocomplete the folio-ins questions. In the case of mortgages 
ask only the percentage referring to the household and record complete information on the mortgage in SectAoa D, 
page 4. 
G) Rental payment: a) Cash - ----------- 
b) Kind ---------- 
Gi) Property taxes and assessments - -------------- ---- ------- 
Gii) Premium for insurance --------------- 
GO Repairs and replacements, specify - 
(v) Mortgage payments: a) First mortgage -- - -------------- -- 
b) Second mortgage --- -- ---- -- ------- 
c) Other mortgage 
(vi) Water ----- ------ --- ----------------------- --- ---- - ---- -- 
(vii) Electricity. -.. ------ - ------- - --------- 
(viii) Fuel 
Gx) Telephone ---------- ---------- 
(a) Expenses incurred in producing food for family use. Include estimated 
cost of seeds, fertilizers u sed in home garden and cost oftaising 
poultry end animals consumed during year ............... ... ------------ - 
(si) Other. specify 
Total % f.; 
ezpense 
house. 
hold 
s 
I it zxzz 
a It It It 
z it Ixza 
5. Vere any of these business expenses used in determining net income from self-employment in Sec- 
tion M., page 27? ...... 0 Yes No 
If yes, specify 
$204-2.1 
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P. SUPPLEMENTARY INFORMATION ON HOUSEHOLD EXPENSES OF FARMERS AND OTHER 
SELF-EMPLOYED PERSONS IN 1969 - concluded 
S. Food -home-produced and home. consumed. What do you esti! nate to be the quantity and farm price of food items produced by your family and eaten in your household during the 
Qty. 
suive y year? 
G) Dairy products: 
(a) Milk 01 
(b) Cream - -------- 
02 
(c) Butter ------------------- - -- -- ------- - ----- -- ---- 
Price 
Unit plýr Fa. m volue 
Unit 
Ss 
Q1. 
Lb. 
7" 
GO Eggs 05 Doz. 
06 
(iii) Fruits and vegetables: 
(a) Apples -------------------------- 
Lb. 
(b) Other fruit 00 Lb. 
(c) Potatoes ------------------------------ ------- - 
Lb. 
(d) Other vegetables 
10 Lb. 
(iv) Meat: 
(a) Beef ---------------------- 
12 Lb. 
(b) Veal ---------------------------- 
13 Lb. 
(c) Potk - ----- - ----------- --- 
14 Lb. 
W Lamb or mutton ------ 
is Lb. 
(T) Poultry: 
WChicken 17 Lb. 
(b) Other poultry 
Is Lb. 
19 
(vi) Miscellaneous: 
(a) Honey ------- -- ------- 
20 Lb. 
(b) Maple products --------------------- 
21 Lb. 
(c) Other specify 
22 Lb. 
, r77 
23 
Total value 
S 
6. Wool -estimated value of wool produced on the farm and used in the home 
7. Wood- estimated value of fuel wood cut on your farm or wood lot and used in your house during year 
8. Other goods and services- estimated value of other items received "free of charSe" from self-employment and used in 
hou a chold or by family during the year. Specify 
27 
28 
29 
$204-2.1 
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NOTES AND COMMENTS 
Page I Item 
9204-LI 
I 
APPENDIX C 
Codes Established for Expenditure Categories 
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INCOME CLASS 
INCOME = ANNUAL INCOME RANGE 
CODE VALUE 
01 BLANK 
02 UNDER, $3,000 
03 $3,000-3,999 
04 $4,000-4,999 
05 .,, $5,000-5,999 
06 $6,000-6,999 
07 $7,000-7,999 
08 -$8,000-8,999 
09 $9,000-9,999 
10 $10,000-10,999 
11 $11,000-lit9gg 
12 $12,000-14,999 
13 $15,000 and over 
0v 
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FAMILY LIFE CYCLE 
LIFECYCL = STAGE IN FAMILY'S LIFE CYCLE 
CODE VALUE 
01 Individual under a ge 45 
02 Individual aged 45 thro ugh 64 
03 Individual over ag e 65 
04 Married-Household head under 45, children over 16 
05 Married-Household head under 45, children 0 to 15 
06 Married-Household head under 45, children 5 to 15 
07 Married-Household head over 45, children over 16 
08 Married-Household head over 45, children under 16 
09 Married-Household, head, over 65, no children 
10 Others 
0 
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COUNTRY OF ORIGIN OF IMMIGRANTS 
CTYORIG = COUNTRY OF ORIGIN 
CODE VALUE 
01 Canadian born 
02 U. S. A. 
03 U. K. 
04 Other North European 
05 Germany 
06 Other West, European 
07 Italy 
08 Other South European 
09 Poland 
10 Other East European 
11 Asia, Australia 
12 Africa 
13 Latin America 
14 West Indies 
15 Other not listed 
16 Not stated 
-273- 
YEAR OF ARRIVAL OF IWIIGRANTS 
YRARRIV = YEAR OF ARRIVAL 
CODE VALUE 
1 Blank 
2 1900 or prior 
3 Blank - 
4 1901-1945 
5 1945-1955 
6 1956-1960 
7 1961-1965 
8 1966-1969 
9. Blank 
S. 
9 
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HOME OWNERSHIP CLASSIFICATION 
TENURE = DWELLING CATEGORY 
CODE VALUE 
1 Blank 
2 Blank 
3 Owned home 
4 Mortgage home 
5 Blank 
6 Renter 
7 Roomer 
8 Free rent 
9 Mixed tenifre 
11 
9 6ý 
0 
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OCCUPATION OF'HEAD OF HOUSEHOLD 
OCCUPAT = OCCUPATION OF HEAD 
CODE VALUE 
01 Management self employed 
02 Professiona l-and Technical 
03 Clerical 
04 Sales 
05 Services & Recreation 
06 Transportat ion & Communications 
07 Farmers 
08 Loggers 
09 Fish, Trap, I; unt 
10 Miners 
11 Craftsman Production worker 
12 Labourers 
13 unemployed Retired 
14 Not stated 
-276- 
EDUCATION OF HEAD OF HOUSEHOLD 
EDUCAT = EDUCATION OF HEAD 
CODE VALUE 
01 None 
02 Elementary under 5 years 
03 Elementary 5 to 8 years 
04 Secondary - Partial 
05 Secondary - Completed (vocational) 
06 Secondary - Completed ( academic) 
07 Post Secondary Non university - Partial 
08 Post secondary Non university - Completed 
09 University - partial 
10 University - diploma 
11 University - degree 
-277- 
MOTHER TONGUE OF HEAD OF HOUSEHOLD 
MOTHERT = MOTHER TONGUE 
CODE VALUE 
01 Blank 
02 English 
03 French 
04 German 
05 Ukranian 
06 Italian 
07 Dutch 
08 Polish 
09 Other 
10 Not stated 
-278- 
TOTAL'EXPENDITURE CATEGORIES 
CDTOT = TOTAL EXPENDITURE RANGE 
CODE VALUE 
01 Less than $3,000 
02 Equal or greater than $3,000 and less than $4,000 
03 Equal or greater than $4,000 and less than $5,000 
04 Equal or greater than $5j000 and less than $61000 
05 Equal or greater than $6,000 and less than $7,000 
06 Equal or greater than $7,000 and less than $8,000 
07 Equal or greater than $8,000 and less than $9f000 
08 Equal or greater than $9,000 and less than $10,000 
09 Equal or greater than $10,000 and less than $11,000 
10 Equal or greater than. $11,000 and less than $12,000 
11 Equal or greater than $12,000 and less than $15,000 
12 Equal or greater than $15,000 
00 
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FOOD EXPENDITURE CATEGORIES 
CDFOOD = FOOD EXPENDITURE RANGE 
CODE VALUE 
1 Less than $500. 
2 Equal or greater than $500 and less than $1,000 
3 Equal or greater than $lrOOO. and less than $1,500 
4 Equal or greater than $1,500 and less than $2,000 
5 Equal or greater than $2,000 and less than $2,500 
6 Equal or, greater than $2,500 and less than $3,000 
7 Equal or greater than, $3,000 
. 11 
4 
-280- 
SHELTER EXPENDITURE CATEGORIES 
CDSH SHELTER EXPENDITURE RANGE 
CODE VALUE 
1 Less than $500 
2 Equal or greater than $500 and less than $1,000 
3 Equal or greater than $1,000 and less than $1,500 
4 Equal or greater than $1,500 and less than $2,000 
5 Equal or greater than $2,000 and less than $2,500 
6 ýEqual'or greater than $2,500 and less ý: han $3,000 
7 Equal or greater than $3,000 
-281- 
HOUSEHOLD OPERATIONS EXPENDITURE CATEGORIES 
CDHS = HOUSEHOLD OPERATIONS EXPENDITURE RANGE 
CODE VALUE 
1 Less than $100 
2 Equal or greater than $100 and less than $200 
3 Equal or greater than $200 and less than $300 
4 Equal or greater than $300 and less than $400 
5 Equal or gr, eater than $400 and less than $500 
6 Equal or greater than $500 and less than $600 
7 Equal or greater than $600 and less than $700 
8 Equal or greater than $700 and less than $1,100 
9 Equal or greater than $1,100 
I 
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FURNITURE AND EQUIPMENT EXPENDITURE CATEGORIES 
CDFU - FURNITURE AND EQUIPMENT EXPENDITURE RANGE 
CODE VALUE 
01 Less than $100 
02 Equal or greater than $100 and less than $200 
03 Equal or greater than $200 and less than $300 
04 Equal or, greater than $300 and less than $400 
05 Equal or greater than $400 and less than $500 
06 Equal or greater than $500 and less than $600 
07 Equal or greater than $600 and less than $700 
08 Equal or greater than $700 and less than $800 
09 Equal or greater than $800 and less than $900 
10 Equal or greater than $900 and less than $1,100 
11 Equal or greater than $1,100 and less than $1,300 
12 Equal or greater than $1,300 and less than $1,500 
13 Equal or greater than $1,500 
-283- 
CLOTHING EXPENDITURE CATEGORIES 
CDCL = CLOTHING EXPENDITURE CATEGORIES 
CODE VALUE 
01 Less than $200 
02 Equal or greater than $200 and less than $400 
03 Equal or greater than $400 and less than $600 
04 Equal or greater than $600 and less than $800 
05 Equal or greater than $800 and less than $1,000 
06 Equal or greater than $1,000 and less than $1,200 
07 Equal or greater than $1,200 and less than $1,400 
08 Equal or greater than $1,400 and less than $1,600 
09 Equal or greater than $1,600 and less than $1,800 
10 Equal or greater than $1,800 and less than $2,000 
11 Equal or greater than $2,000 
-284- 
AUTOMOBILE PURCHASE EXPENDITURE CATEGORIES 
CDCAR = AUTOMOBILE EXPENDITURE RANGE 
CODE VALUE 
1 Less than $500 
2 Equal or greater than $500 and less than $1,000 
3 Equal or greater than $1,000 and less than $1,500 
4 Equal or greater than $1,500 and less than $2,000 
5 Equal or greater than $2,000 and less than $2,500 
6 Equal or greater than $2,500 and less than $3,000 
7 Equal or greater than $3,000 and less than $3,500 
8 Equal or greater than $3,500 and less than $4,000 
9 Equal or greater than $4,000 
APPENDIX D 
Questionnaire for Micro Survey to Analyze 
Local Environment 
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NAME: 
ADDRESS: 
TYPE OF HOME: 
AREA OF CITY: 
FAMILY DETAILS: 
CONSUMER BEHAVIOUR QUESTIONNAIRE 
ETHNIC BACKGROUND AND 
DATE OF IMIGRATION 
Owned 
RELATIONSHIP 
Father 
Mother 
Son 
Daughter 
Approx. family income (all sources) 
Husband 
Languages spoken 
Mother tongue 
Usual language used in home, 
Transportation: 
No. of vehicles (Age)ý 
No. of drivers 
Do you keep in contact with the old country? 
Write relatives? i 
Write friends? 
Receive newspapers or magazines? 
Belong to ethnic organizations? (Names)., 
Rented 
wif 
Have you visited ? How oft-ten? 
How often do you buy a new car? 
How often do you shop for groceries? 
How often do you shop for new clothes? 
AGE EDUCATION - WHERE OCCUPATION 
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Consumer Behaviour Questionnaire - Page 2 
What small appliances do you have in your home? 
PART II 
Type of Who involved 
SMALL Unaided Aided store where in 
APPITANCES Recall Rpnall Rrnnd nil? -1-hManA 
mix-master 
hand mixer 
blender 
electric-ke 
electric to 
electric fr 
electric kn 
electric ca 
electric co 
deep fat fr 
slow cooker 
meat grinde 
meat slicer 
waffle iron 
iron 
No.. of radi 
B&wT. V. 
. Colour T. V. Stereo comp 
stereo cons 
warming tra 
wine press 
spaghetti m 
ttle 
aster 
y pan 
ife 
n opener 
rn popper 
yer - (crock pot) 
r 
Ds 
onents 
y 
aker 
Coffee: Instant 
perc 
drip 
esspresso 
GROCERIES: 
I would like you to think of a typical shopping trip for your family's groceries. 
1., Who goes? 
2. How often? 
3. Is it a separate trip or part of a general shopping trip? 
4. Where do you shop? (supermarket, specialty shops like butcher,, 
coFner store. ) 
5. What day of the week do you prefer? Do you always shop on the 
preferred day? Any special time of the day? 
T, 
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Consumer Behaviour Questionnaire Page 3 
6. How, do you travel to shop? 
7. Approximately how much do you spend in the average week for 
groceries? 
8. In preparation for shopping do you: 
A. Make a shopping list?; Do you stick to it? 
B. Check the ads in the newspaper or any special flyer? 
C. Clip out and use discount coupons? 
D. Ask friends, neighbours, relatives or other members of the 
family about special buys i. e. items at reduced prices? 
E. Do you shop the specials if possible? 
F. Do you establish a budget? Do you stick with it? 
9. Do you usually buy freshl, frozen or canned? 
FRUITS 
VEGETABLES 
10. Do you think that your ethnic background influences what vou 
buy and eat? 
Is there anything you used to buy that'you no longer buy because 
of the price? 
12. Do you make from-the ingredients or buy canned stews? soup? 
spaghetti? cakes? pies? 
13. Concerning your'meat eating habits could you estimate the 
percentage of beef, porkr lamb, and fish you consume? 
11 
14. Is there anything that you can think of that you would buy 
regularly that would not be, purchased and eaten by the average 
Canadian family? 
15. What is your favourite meal? 
-How 
of ten would you consume this 
meal per year? 
16. Are there any products from which you look for when 
I shopping? 
-288- 
Consumer Behaviour Questionnaire - Page 4 
CLOTHING: 
1. -I would like you now to think about a typical shopping trip 
when you're buying clothing for 1) Yourself 2) your spouse 
3) your children. 
1. Who goes on the shopping trip? 
2. How often do you shop? 
3. What day of the week? 
4. What form of transportation is used? 
5. Where do you shop? (Dep't store, specialty stores) [NAME] 
6. Do you shop more than one store? 
7. Do you follow a clothing budget? 
8. How much per year is, spent on 1,2 &3 clothing? 
9. Do you shop at any store that have sales people who are of 
the same ethnic background? 
Ii. Thinking back to the last time you purchased an item of clothing 
for 1,2, & 3. 
1. What was the item? 
2. Did you pay cash? If charge what card? 
3. Can you recall some of the reasons you purchased that particular 
item-? 
(Try to get person. t. o, rank order in importance the following) 
quality 
style 
fit 
type of material 
colour 
price 
brand 
opinion of person(s) shopping with you 
salesperson 
stores convenient location 
1 -289- 
Consumer Behaviour Questionnaire - Page 5 
CARS 
Please think back to the last time you bought a car (NEW- if never- 
then USED). 
1., How long ago was it? 
2. How many places did you shop? 
3. Who did the shopping? 
4. Do you recall seeing any advertising while you were considering 
the purchase? What. form. were these ads-- newspaper, magazines, 
radio, T. V.? 
5. Do you remember going to'see a particular salesperson? Was he a 
friend; a relative; or had you delt with him before; or did 
someone else recommend'the salesperson? 
6. How many cars did you test drive? 
. 7. From the time'you 
first started considering the car purchase 
until you signed the papers/or paid your money. How long did it take? 
8. About how much did you pay? 
9. Did you haggle over the price? 
10. Do you think you made a good deal? 
11. Would you consider buying there again? 
12. Who decided on: Colour 
model (2 dr. -4dr. -hrd. top) 
standard or auto transmission 
radio 
power brakes 
power st-eering 
113. Do you have any other options on the car? Who decided on those? 
what is your opinion of the quality of European vs. N. American 
cars? 
46 v 
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Consumer Behaviour Questionnaire - Page 6 
HOBBY AND FREE TIME ACTIVITIES: 
. 
Would you please turn your thoughts to the things you do 
for recreation and enjoyment. We are interested in your leisure 
activities. What you do in your free time, and who else is involved. 
Do you have any hobbies? INDOOR-OUTDOOR 
Read booksýpurchased or library)-Hunting 
read magazines -Fishing 
Watch T. V. - -Ski-X-Country Knit, hook rugst crochete' -Ski- Downhill 
paint -Boating (power-sail) 
sewing -Water ski 
play cards -Tennis 
dancing -Bicycle 
play a musical instrument -Snow machine 
-Camping 
-Gardening 
-Golf 
-Curling 
2. For each activity How much money did the equipment cost? 
-. How much do you spend on it each year? 
- How much time per week (in season)? 
- Who else is usually along/involved? 
3. To what organizations do you belong? (Costs)? 
4. What sporting events do you attend? How frequently? 
5. Flow do you spend your vacation period? 
0 
p 
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